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A. Operator inserts mi- 
crofilm aperture card. 


B. Next, inserts sheet of 
ordinary paper, vellum, 
or offset paper master. 
Insertion starts auto- 
matic printing and proc- 
essing cycle. 


C. First print is auto- 
matically delivered in 30 
seconds; subsequent 
prints (of the same or 
different drawings) 
every 15 seconds. 


The Copyflo 1824 Printer, using ordinary paper, 
cuts costs of engineering-drawing reproduction 


Here’s a remarkable machine that 
sharply reduces the cost of engineer- 
ing-drawing reproduction because it 
uses ordinary, inexpensive paper. 

The XeroX® Copyflo® 1824 print- 
er, which requires no exposure or 
other adjustment, reproduces from a 
microfilm aperture card, making dry, 
positive, 18” x 24” prints—or smaller 
—at extremely low cost. It also copies 
onto vellum or offset paper masters. 

Operation is automatic. Prints 
ready for immediate use emerge as 
fast as four a minute. 

The quality of reproduction is su- 
perb. Images are sharp black-on-white 
and won’t rub off. There is no odor, 





no waste, and the finished print may 
be written on with pen or pencil. 
Regardless of your engineering- 
drawing-reproduction needs, you can 
now enjoy the tremendous savings in 
time, money, space, and materials of 
your own unitized microfilm system. 
Formerly, such economies required 
a substantial reproduction need. To- 
day, however, the Copyflo 1824 print- 
er offers the same proportionate bene- 
fit to small-volume users as to large. 
No need now for vast files of engineer- 
ing drawings. Microfilm aperture 
cards require only a fraction of the 
storage space required for other repro- 
ducibles. No more costly waiting for 
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prints, which—-made by a Copyflo 
1824 printer——are so inexpensive your 
engineers can discard them after use. 


Write today for our free 1824 book- 


let giving the full benefits you can ex- 
pect from a Copyflo 1824 printer. 
HA.Low XEROX INc., 61-187X Haloid 
St., Rochester 3, N.Y. Branch offices 
in principal U.S. and Canadian cities. 
Overseas: Rank Xerox Ltd., London. 


HALOID 
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FOR RESEARCH, DEVELOPMENT AND MANUFACTURING 


OF ELECTRONIC DATA PROCESSING SYSTEMS 


From this ultra-modern computer center, Philco is pro- 
viding business, industry, science and government with 
the most advanced Electronic Data Processing Systems, 
such as the Philco 2000 Series. 


This center maintains a constant flow of advanced 
computer technology and is the headquarters for the 
development of Philco’s automatic programming systems, 
including TAC, ALTAC and COBOL. These are part of 
an extensive library of industry-oriented programs, avail- 
able to all Phileo customers. 


This facility is also the primary training center for a 
nationwide customer support group of analysts, program- 
mers and field engineers. You are cordially invited to 
visit the Phileo Computer Center at your convenience. 


PHILCO CORPORATION e GOVERNMENT AND INDUSTRIAL GROUP e 


PHILCO 2000... the computers that changed the industry. 


PHILCO 


Gee) Ferrous fer Quality the World Over 


COMPUTER DIVISION @ 3900 WELSH ROAD, WILLOW GROVE, PA. 
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Six benchmarks that reveal bad management ............ Serer es? Tee ee Te 
Would a financier lend your firm money? Not if he spots management weakness. 
Here’s how to use his methods to check your firm’s weaknesses—and strengths. 
How to plug key job gaps—with your own employees ..... Liehtiekeniasnes 
Before you look outside, let your employees bid for open jobs in your firm. This 
low cost “recruitment” method has fiwe key benefits. Here’s how it works. 
Bnew te tame a prOuct . 2... ew cece ee cererrte cade eoeni<ke Se 
Good products with bad names can fail. These classic examples show what makes 
a good name—and a dud. Here’s the science (and art) of naming a product. 
How to mass produce creativity .................. Like + ekeeekveweeeek ae 


Ivory towers arent necessary to stimulate creativity. Here's how one firm mass 
produces ideas, without taking creative people from their daily tasks. 


A speedy way to hire top talent from a sea of applications ..............+++.+ OO 
Here's how a firm netted eight top managers from 1,200 applicants in just six 


weeks. You can use this method to sharpen—and speed up—your recruiting. 
How to double or triple your reading speed .......... Ee eT TT 


If plowing through dull, factual material slows you down, these five steps can 
help you concentrate harder and get your reading done in half the time. 


Rate your trademark against these 10 traits ...... NG ONE ee 
Is your trademark in tune with the times? Or is it old hat? Check it quickly 
against these 10 personality factors from the U. S. Trademark Association. 


Mr. Executive: Stop killing yourself ............... I ee Oe eer ae 
Spartan living isn’t necessary to protect your health. But some common sense 
rules are. Consider this advice from a noted specialist on executive health. 
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Coming next month 


“How to make a company snap 
out of it!” 

That’s the provocative title of 
next month’s cover story. It is the 
story of a man who, in three succes- 
sive companies, has turned slug- 
gishness and loss into dynamic 
purposefulness and profit. The dra- 
matic results he gets show that his 
management methods work. In 
MANANAGEMENT METHODS exclu- 
sive report, you will discover how 
this same approach can put new 
vitality into your operations. 

Watch for the March issue of 
MANANAGEMENT MEtTHODs; it is 
packed with problem solving ideas 
tor management. 





Subscriptions 


In United States and Possessions, one year $5.00; 
two years $9.00. Canada and Mexico one year 
$6.00. Foreign subscriptions $10.00. Single copies 
$.75. When possible, back issues or tearsheets of 
articles will be provided. Enclose $1.00 for each 
back issue and $.50 for each back article re- 
quested, to cover costs of handling. Make checks 
pavable to Management Magazines, Inc. 


Change of address 


lo insure continuous service, send your new ad- 
dress (and moving date) 45 days before moving. 
Include old address as it appeared on previous 
issues (if possible send label from magazine ). 
Do not depend on the post office to forward 
either the change of address or your magazine. 
Management Methods is a registered trademark. 
R) Registered trademark. 
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...assures better storage 
facilities for less money 


Find out how to store more stock in less space 

. what units to buy ... how to make maximum 
use of each unit to reduce equipment investment 

. how to arrange units for fastest stock handling 
. . . proper width of aisles, location of packing 
benches, and other valuable data by using Equipto’s 
FREE LAYOUT SERVICE. Profit by the aggregate 
experience of trained Equipto engineers who have 
designed thousands of layouts of every description. 


For simpler layouts, or for those who wish to 
design their own facilities, Equipto offers a fact- 
crammed free booklet entitled, “How to Solve Your 
Storage Problems”. 


Remember, Equipto Shelving offers 60% faster as- 
sembly, instant shelf adjustment, ——_ 
easy rearrangement of components, / | Zon 
removal of units intact. Available 

in four distinct types to suit every 
design preference or price require- 
ment. Write today for free booklet. 





BAR RACK 











. ; EQUIPTO 
SHELVING BENCHES DRAWER UNITS LOCKERS EQUIPTO ROBE STOCK CARTS ANGLE 
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WHAT IS MUZAK WORK MUSIC 
AND HOW DOES IT MOTIVATE? 


Since ancient times, the power of 
music has been known. But only 
recently, through Muzak work 
music, has its motivation power been 
psychologically controlled for meas- 
urable benefits: reduced tension, les- 
sened fatigue, improved efficiency. 


Muzak Office and Factory music— 
two distinctively different services 
—are unique. All Muzak music is 
custom arranged, orchestrated and 
recorded to exacting specifications 
for Muzak subscriber use only. 

Muzak’s music programming for- 

mula is copyrighted. 

1. Muzak work music is not “ordi- 
nary background music.” Muzak 
work music does not “interfere” 
as does “ordinary background 
music.” Muzak Office and Factory 
music services are heard but not 
listened to. Each psychologically 
masks unwanted noises, never 
intrudes. 

2. Muzak work music subtly stimu- 
lates to offset “normal” decrease 
in worker efficiency due to ten- 
sion, boredom, fatigue. Both Office 
and Factory Muzak services have 
been thoroughly job tested under 
a tremendous variety of work sit- 
uations throughout the U. S., 
Canada and abroad. 


3. Muzak music is cleared—no fur- 
ther performance or mechanical 
license obligations in most areas. 


Thousands of offices, factories—busi- 
ness institutions of all kinds—have 
found Muzak work music a profit- 
able investment. It should be work- 
ing for you. 
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Music by Muzak Motwates... 


and output climbs! 


Office and Factory Records Show 
Greater Efficiency and More Profit 





Actual Dollar Savings 


*‘Muzak really motivates 
people. Our increase in 
production is equivalent 
of 7 new employees in 
just one department 
with no extra payroll 
cost.’’ George B. Long, 
President, J. Strickland 
& Co., Memphis. 


Improved Efficiency 


“‘Muzak is one of our best 
investments. It helps our people 
work better.” J. E. Hoeft, 
President, Glendale Federal 
Savings & Loan Assn., 
Glendale, Calif. 


How Muzak work music 
can profitably motivate 
your employees for 
pennies a day is detailed 
in the fact-filled booklet, 
**Music and Muzak.” 
Send for your free copy. 
No obligation, 

of course. 


Mitak 


Muzak Corporation » 229 Park Avenue South + New York 3, N.Y. 

an International Company in the Jack Wrather Organization 

United States - Canada - Mexico + Argentina + Brazil - Colombia + Peru + Great Britain - Beigium - The Philippines 
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Have you heard about the new Bell System service 
that lets modern business machines talk with each 


other over regular telephone lines? Its name is 


Something new has been added to the art of data 
processing. Business machine data can now be sent 


ee“ 


in a new “machine language’— automatically, from 


machine to machine—by telephone. 


A new kind of telephone service—Data-Phone— 
is the connecting link. 


You can send any kind of data—from punched 
cards, paper tape or magnetic tape—at Super-Phonic 
speeds. And you pay for your data transmission just 
as you do for regular telephone calls. You simply 
place a phone call to the distant machine location, 
switch on your Data-Phone at both ends, and the 
machines start “talking.” The Data-Phone unit takes 
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little more space than a typewriter, and the monthly 
rental charge is small. 


Data-Phone can speed the handling of account- 
ing and billing information, inventories, payrolls, 
invoices, sales orders and numerous other forms of 
business data. And it is compatible with an ever- 
increasing number of data-processing machines in 
use today. Many business firms already have it. 


Call your Bell Telephone Business Office and ask 
for a Communications Consultant. He’ll show you 
how new, versatile Data-Phone service can stream- 
line your data processing and improve your profit 
picture. 





BELL TELEPHONE SYSTEM 


THE ONE SOURCE FOR ALL BUSINESS COMMUNICATIONS 








there's a 
Hertz Truck 
Lease plan 
for every 


kind of 
business 





Hertz tailors its plan to suit your needs! 


Hertz Truck Lease customers are in the meat business, the 
beverage business, the bakery business, the lumber business 
. . . They’re in mid-America, New England, the South, 
the Far West . . . Their truck fleets range from one or 
two units to hundreds of vehicles . . . Their routes are local 
and long haul . . . Their operations are as different as night 
and day. .. but they share a common need for delivery trucks. 


There is a one-word reason why Hertz Truck Leasing suits 
so many diversified companies. That word is flexibility! 


One customer describes it this way. “I always thought 
leasing trucks was like buying a standard package —a take- 
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it-all or leave it proposition. I found out different. Hertz 
adapted its Plan to suit my business requirements.” 


Here’s how the plan will work for you. Hertz will buy the 
trucks you now own for cash. You will then get (1) new 
GMC, Chevrolet or other famous make trucks. Or (2) your 
present trucks can be reconditioned and leased back to you. 


Hertz experts will custom-engineer trucks to suit your 
product and type of operation. (Specialized trucks can be 
designed and completely built from the wheels up.) The 
point is this: Hertz will recommend—and deliver—the 
truck that’s best for you and best for your business! 
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The complete Hertz Truck Lease Plan includes a broad 
range of services: complete maintenance, gas and oil, paint- 
ing and lettering of trucks, washing and cleaning, garaging, 
emergency road service, insurance, licensing, and much 
more. Here, too, flexibility is the rule. You can decide, for 
example, how you want your trucks painted and lettered; 
and in many cases, the insurance and garaging arrangements. 
The resources of a vast truck organization are yours to 
draw upon when you lease from Hertz. You lease only those 
trucks you need for normal operations. If one is tied up for 
repairs, Hertz provides a replacement. If you need extra 
trucks for peak periods, Hertz supplies them immediately. 


A Hertz sales engineer can tell you many more advantages 
that come with Hertz Truck Leasing—instead of many 


separate bills, you pay just one fixed amount per week. He 
will also fully explain the complete Hertz services available 
to you. Call your local Hertz Truck Lease office soon or, 
write for booklet —‘‘How to Get Out of The Truck Business’”’ 
—to HERTz TRUCK LEASE, 660 Madison Ave., New York 21, 
N. Y. Dept. D-2. 


no investment...no upkeep 


LEASE 


TRUCKS 


HERTZ ALSO RENTS TRUCKS BY THE HOUR, DAY OR WEEK 
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This amazing little machine weighs only 
6 pounds, slips into your briefcase or 
desk drawer, yet does just about every- 
thing a big, heavy-duty office calculator 
does. It’s the new Bohn Contex, the 
brainchild of top international designers 
who have created a full-fledged calcu- 
lator light enough to carry anyplace, 
easy to use, workable anywhere, far less 
expensive and every bit as accurate as 
its cumbersome ancestors. It’s only 10 
inches long, 7 inches wide and 334 inches 


BRAINCHILD 


high, yet it adds, subtracts, multiplies 
and divides. No other hand-operated 
machine offers such speed. You can 
work it twice as fast as an electric add- 
ing machine. You can use it anywhere— 
executive office, accounting depart- 
ment, Sales route, business trip, hotel 
room, plane, train, home... anywhere. 


BOHN CONTEX 
CALCULATOR 


FEDERAL TAX, $7.50; CARRYING CASE TO MATCH, $14.95 


It has only 10 keys, enters 10 figures, 
totals to 11 columns, includes an auto- 
matic decimal indicator. And it’s so sim- 
ple you can learn to work it in minutes. 
Most remarkable of all is its price. Just 
$125.* You can buy 5 Bohn Contex Cal- 
culators for the price of one big office 
machine! Try it at any of 500 dealers. 
Here are a few. For more details or the 
name of dealer nearest you, write: 
Bohn Duplicator Co., Dept. P-1, 444 
Park Avenue South, New York 16, N. Y. 


Akron, Summervilie's; Atlanta, !van Allen; Baltimore, Lucas Bros.; Bangor, Gass Office Specialty Co.; Berkeley, Calif., Berkeley Typewriter Co.; Charlotte, N.C., Pound & Moore; Chicago, Horder's; Cincinnati, 
Pounsford's; Cleveland, Broome Business Machines, Burrows Bros.; Columbus, Independent Supply; Denver, Kistler's; Detroit, Gregory & Leonard, Macauley's; El Paso, Office Service Center; Evansville, Ind., 
Smith & Butterfield; Fort Worth, Specialty Service; Greensboro, S. T. Wyrick & Co.;} Hamilton, Wuebbold & Co.; Hartford, Plimpton's; Houston, Maverick-Clarke; Indianapoli x Business Machines 

Miss., Office Supply Co.; Jacksonville, Sanford-Hall; Kansas City, Kansas City Loose Leaf Co.; Lansing, Hasselbring; Los Angeles, Office Machines, inc.; Pasadena, Busin é es & Equipment; Inglewood 
Quality Business Machines; Louisville, Ky., George G. Fetter; Madison, Blied, inc.; Medford, Ore., Medford Stationery; Memphis, S. C. Toof; Miami, Fla., Accurate Business Mach inneapolis, Farnham's; 
Milwaukee, Rite-Type Co.; New Orleans, Amann Typewriter Co.; New York, Abaco Office Machines, Alpha Typewriter & Adding Machine, Eagle Typewriter, Goldsmith Bros., Longacre Office Machin Aineola, L. | 

D. Waldner; Oakland, Calif., Win Phillips; Orlando, George Stuart; Peoria, Ray Defenbaugh Co.; Philadelphia, Pomerantz, Noll Business Machines; Phoenix, Heinze, Bowen & Harrington; Pittsburgh, Milton Wiener; 
Portiand, Ore., J. K. Gill, Meier & Frank; Providence, Office Appliance Co.; Raleigh, Wingfield; Rochester, Rochester Stationery; Sacramento, H. S. Crocker; St. Louis, Von sten Co.; Salt Lake City, Sait 
Lake Desk Exchange; San Antonio, Maverick-Clarke; San Diego, Nelson Business Machines; San Francisco, Schwabacher-Frey; San Jose, Kennedy Bi ss Machines; Seattle, Lowman and Hanford; Spokane, 
John W, Graham & Co.; Toledo, Whitaker Bros.; Tueson, Tucson Office Supply Co.; Washington, D.C., Ginn's, Stockett-Fiske; Winston-Salem, Hinkle Bookstore; In Canada: Scandinavian Business Machines, Montreal 
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For easier — faster — finer typing, Olympia 
Standard Office Typewriters come 
fully-equipped with the finest typ- 
ing features — from convenient # 
Half-Spacing to an Automatic praoe 
Injector-Ejector, All at no extra cost to 
you! Just look at this outstanding feature: 
Unique Interchangeable Carriages, avail- 
able in seven widths—from 10” to 35”— 
means one Olympia can do the work of sev- 
eral machines. Just twist release knobs— 
remove carriage—and replace with one of 
the required size. Rent or buy the additional 
carriage from your dealer. You save the 
cost of infrequently-used, wide-carriage 
machines—secretaries save the time-con- 
suming switch to ‘‘unfamiliar’’ typewriters. 
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INTERCHANGEABLE 


CARRIAGES 


ANOTHER OUTSTANDING 
FEATURE OF OLYMPIA 
OFFICE TYPEWRITERS! 
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It is another important reason why 
Olympia is the world’s finest type- 

£ writer to do business with. Precision- 
built, in Europe’s largest, most modern 
typewriter factory, for easy, quiet, trouble- 
free performance year after year. Test—and 
compare a new Olympia soon—‘‘on-the-job”’ 
— before you decide on any other standard 
office typewriter. Consult the Yellow Pages 
for the name of your nearest authorized 
Olympia dealer. For more details—write: 
INTER-CONTINENTAL TRADING CORP., 
90 WEST STREET, NEW YORK 6, N. Y. 


@ © 1960 
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' Yours for the asking: 
forty pages of solid facts 
on the Latin American 

market to use as back- 

ground for your own 
exploration of an area 
which can mean millions 

in future business. 


Here, in one compact booklet, replete with charts and graphs: 


e an analysis of the area’s growth e details of exports to Latin America 
potential from the U.S., Germany, and the U.K. 
“8 record of growth of gross product ¢ a 9-year record of imports of seven 
in the 50’s : : : 
major Latin countries from all over 
e data on major industries the world 


e investment: internal and external ; ‘ 
e facts and figures on the kind of people 


you reach with Latin America’s biggest 
e competition for the market newsmagazine—Vision. 


e the outlook for trade 


For a copy, write—on your letterhead, please—to V. Moore, 
Vision, Vision Building, 635 Madison Avenue, New York 22, N. Y. 
(Or call your nearest Visién sales office.) 
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Letters 
E ker’ ¥ ox 2 
Sm: I read the 


interview recently 
published in Man- 
AGEMENT METHODS 
[How to stop your 





j ® job from killing 
: aes you, Jan. 61] and 
Or. PO WES have found: pr. 


Steincrohn’s advice fundamentally 
sensible. [For more of Dr. Stein- 
crohn’s advice on how to stay 
healthy on your job, read “Mr. 
Executive, stop killing yourself” on 
page 78.]| 
I would simply add some dis- 
agreement with him about the 
value of vigorous exercise. Aside 
from the obvious physiological ben- 
efit from exercise for the circula- 
tion in general, especially in the 
legs and lungs, I have found from 
my own experience and in the cases 
of many of my friends and patients 
that muscular fatigue resulting 
from vigorous physical exercise is 
the best antidote that I know of for 
nervous tension and insomnia, pref- 
erable to many of the drugs and 
tranquilizers that have come into 
current use. Unfortunately, this has 
not been adequately appreciated 
by most people who have become 
accustomed to the soft life of today, 
but I heartily recommend it. 
PAUL DUDLEY WHITE, M. D. 
BOSTON, MASS. 


Another side of the pension coin 


Sm: I have discussed your article, 
“Why the new trends in pension 
plans?” [M/M, July ’60] with ex- 
ecutives of our Group Annuity Di- 
vision. You might be interested to 
know I find some differences of 
opinion with certain views ex- 
pressed by Mr. Ralph Hemminger. 
[The article is based on a tape re- 
corded interview with Mr. Hem- 


FEBRUARY 1961 


minger, vice-president of Bankers 


Trust ‘Co., New York.] This, of 
course, is not surprising in view of 
Mr. Hemminger’s close affiliation 
with the bank trusteed approach to 
pension funding. In fairness to the 
insurance industry, I feel you 
would like to know some of these 
differences. 


1. The article states the trend in 
funding [pension plans] is toward 
trusteed plans; that is, plans which 
do not utilize the services of an in- 
surance company. It seems to us 
that if such a statement has to be 
used, it deserves a definite further 





qualification based on the nature of | 


the sampling made [in the survey], 
the types of groups it covers, and 
whether it has reference to the 


number of people, number of plans | 
or what. For example, the study | 


covers a total of 230 pension plans 
made up of only 58 new plans 


adopted in the four-year period, | 


1956-1959, and 172 plans amended 
during this period. On what basis 
were these plans selected? 


The May, 1960, issue of the “Em- | 
ployee Benefit Plan Review” maga- | 


zine, page six, shows that in total, 
approximately 3,800 new pension or 
annuity plans were approved by the 
Internal Revenue Service in the 
year 1959 alone. 


In addition, a | 


slightly smaller number of profit | 
sharing plans were also approved | 


in the one year. The 1960 “Life | 
35, | 


Insurance Fact Book,” page 
published by the Institute of Life 


Insurance, points out that 3,150 in- | 


sured pension plans were written 
during 1959. 

To look at it another way, it is 
generally accepted that something 
in the neighborhood of 50,000 pen- 
sion and deferred profit sharing 
plans were in existence at the end 
of 1959. The “Life Insurance Fact 
Book,” page 35, points out that over 
28,000 pension plans were insured 
with life insurance companies at 
the end of 1959. Percentage-wise 
this, of course, is quite a bit differ- 
ent from [your] implication that 





only 19% [of the pension plans] 
are insured plans. 

We feel the statement, 
trend continues toward . . 
broad as to be misleading. 


“The | 


> . 
1s SO 


2. One reason for the so-called 
trend is given. It states that the 
pension trust plan is “often the | 
simplest and least expensive.” This | 





a business 
proposal 


ES Ta eee 
to all companies 
using 10 or more 
business cars 


Investigate fleetcar leasing — the 
Hertz way, described by leading 
companies as “‘the lowest cost sales- 
insurance we ever took out.” Find 
out how Hertz Fleetcar Leasing 
plans cater to the special needs of 
larger users of business cars. Dis- 
cover how they’re tailored for com- 
panies which best benefit from the 
nation’s most extensive coast-to- 
coast leasing facilities, and from 
operating efficiency perfected over 
30 years. Each ‘‘10-Plus” plan re- 
places your cars with brand-new 
Chevrolets, Corvairs, or other fine 
cars; assumes full responsibility for 
maintenance and repairs; and re- 
duces the many annoying details of 
fleet administration to the writing of 
one budgetable check each month. 
Use coupon below to learn why 
more and more multi-car companies 
agree Hertz Fleetleasing makes the 








CITY & STATE 





NUMBER OF CARS OPERATED. 





elena tee: 
| ! 
| HERTZ FLEETCAR LEASING, | 
| Att. H. F. Ryan, V.P. | 
‘The Hertz Corporation, 660 Madison Ave. 

| New York 21, N. Y. Dept. C-1. | 
| Please send me your new fleetcar leasing | 
| booklet. | 
| NAME Rais DS dicithiietiinnimalalintal | 
. POSITION a . 
| company deni ca 
| ADDRESS henson Reede Sebi eeeehh te 5 | 
| | 
| | 
| 

ad 


information) 
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Develop Better Supervisors 
and Managers With 


Modern 
Managemen 
Films 


Make your supervisors better leaders with Modern 
Management Films, produced in full color and sound 
by The Bureau of National Affairs. 

These 16-mm films present typical supervisory situa- 
tions and suggest solutions to supervisory problems in 
an interesting and stimulating way. They are designed 
to precede and encourage group discussions. 

Each film is about 10 minutes long, and is supple- 
mented by a discussion leader’s guide. A 95-member 
advisory panel of leading industrial executives suggests 
subjects and reviews scripts to make sure they are 
realistic and sound in principle. 





More than 1,000 firms have successfully used 
the first Modern Management film, ‘‘LISTEN, 
PLEASE.”’ We now offer a library of four films: 


LISTEN, PLEASE...a series of situations in a supervisor’s 
typical day which emphasize the importance of listening 
and communicating. 

THE CASE OF THE MISSING MAGNETS...showing how a 
supervisor can motivate employees for better teamwork 
and production. 


INSTRUCTIONS OR OBSTRUCTIONS... Dr. Paul Pigors of 
M.I.T. demonstrates the primary task of supervision: 
giving orders and instructions to others. 


THE CHALLENGE OF LEADERSHIP...a dramatic demonstration 
of leadership. Designed to stimulate supervisory thinking 
about leadership skills. 


Available for purchase or rental. 
Executive previews can be arranged. Write: 


Modern Management Films 
4 
The Bureau of 
National Affairs, Inc. 
BNA Dept. C2 


1231 24th Street, N.W., Washington 7, D.C. 
WASHINGTON 
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area is a highly controversial one in 
the pension field when trusteed and 
insured plans are compared. How- 
ever, when you consider the devel- 
opment in the past few years of 
highly flexible insured approaches 
for pension funding, the all-inclu- 
sive services (actuarial, investment, 
and administrative) furnished by 
the insurance company under one 
roof, and the relief secured recently 
by insured plans in the federal tax 
area, we feel an unsupported. state- 
ment that the pension trust plan is 
the simplest and least expensive, 
even when hedged by “often,” leads 
to a conclusion certainly slanted in 
a direction unfavorable to insured 
plans. 

3. Finally, the article states that 
most pension trusts can get a better 
return on their investments. The 
rate of return which can be earned 
by an insured plan versus a trusteed 
plan is likewise a highly controver- 
sial subject. We realize that be- 
cause of the differences in ap- 
proach, there are real problems in 
getting really conclusive facts on 
either side. This very fact, how- 
ever, makes us question [your] un- 
supported conclusion that most 
pension trusts can do better, espe- 
cially when the relatively low yields 
available in equities are considered 
under recent market conditions. 

Moreover, many insurance com- 
panies have developed methods of 
allocating their interest earnings to 
individual pension accounts at rates 
consistent with investment returns 
prevalent at the time the money is 
received. This makes it quite pos- 
sible for insurance companies to 
credit interest directly to an em- 
ployer’s account at a rate of better 
than 5% on monies currently re- 
ceived. 

As with any analysis of this type, 
there are going to be differences 
depending on just what insurance 
company is compared with just 
what pension trust, the period in 
which a_ particular plan was 
adopted, the investment policy fol- 
lowed by the trust, ete. 

The points of your article that 
deal with certain important trends 
in benefits, retirement provisions, 
vesting, etc., are interesting. How- 
ever, the article loses its appeal and 
objectivity because it is coupled 
with unsupported statements in the 
concluding section which advocate 
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ATLANTIC CITY ELECTRIC COMPANY 


STATEMENT OF your ACCOUNT 
DUE AND PAYABLE WHEN RENDERED 
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Optical Scanners on the Job 


UTILITY COMPANY CUTS COSTS WITH MACHINE THAT READS DATA 
FROM CUSTOMERS’ BILL STUBS 


Pa eG vel 


When you send in your electric bill with payment, By eliminating time-consuming and laborious manual 

a machine may be waiting to read it and to translate punching, the Farrington Scanner makes possible such high- 

what it says into computer language. Atlantic City speed, high-accuracy cash accounting systems. You'll find it 

‘~ Electric Company already uses a Farrington Optical also being used for Insurance Premium Cash Accounting 
Scanner for this purpose. and for Subscription Promotion Entry. 

Here’s how it works: bill stubs are run through the The versatility of Optical. Scanning permits almost un- 
Scanner (also known as the EYE) at the rate of 240 a minute. limited applications. You can build an entirely new system 
The Scanner reads each account number and the amount around it. Or, if your present system uses three or more 
paid. It instantly converts this “people language” into operators who read and punch, chances are that you can 
“machine language” (computer tape, punched cards or mag- profitably use an Optical Scanner right now. Only Farrington 
netic tape). has the experience to go with it. 


For further information, write Farrington Electronics Inc., Needham Heights 94, Massachusetts FARRINGIONe 


FIRST NAME IN OPTICAL SCANNING 





ATLANTIC CITY ELECTRIC COMPANY 


STATEMENT OF YOUR ACCOUNT 
DUE AND PAYABLE WHEN RENDERED 
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THEY HEAR EVERY WORD 
4 ANYWHERE YOU SPEAK 
WITH NEW LOW-COST... 


we oer oe 








RCA 'LECTRONIC LECGTERN 





With RCA’s new ’Lectronic Lectern, you can schedule meetings 
anytime, anywhere. This inexpensive Lectern is a portable public 
address system that sets up in seconds... travels as easily as 
your speaking notes. You’ll hold your most effective meetings 
with the new RCA ’Lectronic Lectern. 





e@ Projects your voice to very last row of audiences of as 
many as 600 indoors or out. 


e A lightweight, suitcase-size unit—less than 25 pounds. 


© Powerful self-contained 10 watt amplifier, high-fidelity 
8-inch dioplex speaker, receptacle for external speaker 
plug-in. 


e@ Operates from any AC outlet. One-knob volume control. 


e Freedom of movement while speaking. Famous RCA BK-6B 
broadcast microphone mounts on Lectern or suspends 
around neck. 


@ Mail coupon now for details on 'Lectronic Lectern— versatile 
RCA quality sound equipment your organization can afford. 


The Most Trusted Name in Electronics 


RADIO CORPORATION OF AMERICA 
Tmk(s)@ 











Radio Corporation of America, Dept. R-282, Camden 2, N. J. 


Please send details on the ’Lectronic Lectern. 
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a particular method of funding. We 
feel that this section could have 
been omitted. 


J. LESLIE SWEETNAM 

STAFF EXECUTIVE 

JOHN HANCOCK MUTUAL LIFE 
INSURANCE CO. 

BOSTON 


How to judge a town 

Sir: I have read with great interest 
the interview with Mr. Victor 
Gruen titled “How to judge a town 
by its planning” [MM, Aug. ’60]. I 
am delighted that you published it. 
It is really an important document. 

A man selecting a community in 
which he and his family will live al- 
ways, naturally, thinks of the future. 
If he selects a site for a new house, 
he checks his surroundings and 
makes sure, above all, that proper 
zoning will protect him against fu- 
ture developments that may be ruin- 
ous to his home . 

This, as Mr. Gruen points out, is 
less true of a man considering a 
business development. He is apt to 
think of existing conditions and re- 
gard them as more or less perma- 
nent. This is quite unsound. Mr. 
Gruen is right in saying that busi- 
ness should not locate in a commu- 
nity and in an area unless [that 
community] has the future in mind. 
It is only by making sure that there 
is sound machinery for planning 
and zoning at work in the commu- 
nity that a businessman can be sure 
of the future of his location. It is 
only if those in charge of planning 
and zoning are intelligent, able citi- 
zens that he will have adequate 
protection. City planning is just as 
important to business as it is to 
home owners. 


STANLEY M. ISAACS 
MINORITY LEADER 
COUNCIL OF THE CITY OF NEW YORK 


Good old days 


Sir: I note the letter to the editor 
from Mrs. Irene Place [MM, June 
60] who said that today’s educated 
woman “in no way resembles the 
black sateen bloomer gal of yester- 


day.” Oh, for the good old days! 


DEAC MARTIN 
PRESIDENT 

UNIQUE SERVICES 
VALLEY CITY, OHIO 
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HARMONIC GENERATORS are among the elec- 
tronic aids manufactured by this corporation. 





























“Our ational Accounting System 
saves us 7,900 a year... 


returns 63% annually on investment.”’ 


—Narda Microwave Corporation, Mineola, New York 


“Before installing a National System, 
all our accounting was handled by an 
old-fashioned hand-written method. 
This proved lengthy, inaccurate and 
costly. 

“Our National Accounting System 
eliminates these drawbacks. Its speed 
permits us to process all records in a 
fraction of the time formerly necessary 
...even provides valuable additional in- 
formation as a by-product. 

“Our National System increases 
accuracy because it mechanically com- 
putes all balances and totals, and veri- 
fies these totals as well. Also, our 
National Accounting Machines are ex- 


tremely flexible. We use them for many 
different applications— ranging from 
posting accounts through computing tax 
and preparing final reports. 

“Our National Accounting System 
regularly saves us almost eight thou- 
sand dollars each year...a return of 
over sixty per cent annually!” 


Wen, 2 houck, 


Vice President 
of Narda Microwave Corporation 


THE NATIONAL CASH REGISTER COMPANY, pvayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES + 76 YEARS OF HELPING BUSINESS SAVE MONEY 


FEBRUARY 1961 
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W. A. BOURKE, VICE 


PRESIDENT of Narda 
Microwave Corporation. 


THIS NATIONAL SYSTEM paid 
for itself in less than 2 years. 


You, too, can benefit from the many 
time- and money-saving features of a 
National System. Nationals pay for 
themselves quickly through savings, 
then continue to return a regular yearly 
profit. National’s world-wide service 
organization will protect this profit. Ask 
us about the National Maintenance 


Plan. (See the yellow pages in ‘a 


your phone book.) 
* TRADE MARK REG. U. $. PAT. OFF. 
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The new Royal Electric Typewriter has a responsiveness, a feel, that lightens the days 
o} daw ob L-) Aa 0] 10) 0) mD ols Mo at-) aa o)- Me) (0\\- Ma Aol 0) 54 '0 140° | AUD 15 0a ol -) Lo) a-9mh 4o)) Ee (-103 (0 (Wat 0) |---| tke le) 
yourself, your secretary, and your company this service: see all the makes of 
electric typewriters. Check them for touch, for printwork, for any other quality you 
wish. Only in this way can you really know the worth of the choice you will make. 
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when the occagion calls for MOVING... 
call United Van Lines 


Whether you’re moving bulky electronic devices or price- 
less works of art, you'll find it safer, easier, more con- 
venient via United’s modern “Safe-Guard” service. 
From nation-wide exhibit tours to “tight-schedule” 
deliveries of office equipment, United gears its service to 
your requirements. Spacious, specially-designed vans take 
tough-to-handle shipments in stride...including the 


loading of large units—in one piece—without costly dis- 
mantling. And because crating is not needed on most 
““Safe-Guard” shipments, there’s an extra saving in time 
and expense. 

For “Pre-Planned”’, straight-through service in exclu- 
sive Sanitized* vans, call your United Agent today. He’s 
listed under “MOVERS” in the Yellow Pages. 


















IN A United “SAFE-GUARD” VAN 
| SAFE-T-LOADED 

waweroquip 
CARGO CONTROL SYSTEM 


YOUR SHIPMENT LOADS EASIER... TRAVELS SAFER 





NEW TANDEM WHEEL ALIGNMENT 
Provides valuable inches between 
wheel boxes . more usable load 


NEW EXTRA-WIDE SIDE DOORS 
A full 72 inches, permit easy 
one-piece loading of large items 


NEW REMOVABLE 

DOCK-HIGH FLOOR 

Eliminates hoisting, provides 264 
sq. ft. of clear, unobstructed load 
ing space. 


FOR YOUR FREE COPY OF United's “SAFE-GUARD” 


United Van Lines 


INTERNATIONAL HEADQUARTERS, ST. LOUIS 17, MISSOURI 


MOVING WITH CARE EVERYWHERE « 
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NEW LOAD STABILIZERS 


Hold your shipment securely in 
place, prevent shifting or jarring 
enroute. 


MOVING BROCHURE, WRITE: 
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This “hothouse” grows crystals... 


mPY=H Ue SD INAr 
39 HM LY, We 
LSSdeé iP 65 Fd 
"BSC JA- ‘A-7* 
tate, Clartinds 
oPe-" eeu 9.4 
Un avers 
re“ Cvcnuc-3 
SEnar sume 


ae 
ry ae 


BREAKING THROUGH THE LANGUAGE 


DESIGNING THE BEST MACHINES FOR 
BARRIER. An experimental IBM translator 


SUPER-COOLED METALS SPEED RE- 
MAN’S USE. IBM Research seeks better 


developed for the Air Force has been trans- 
lating Russian into rough but understand- 
able English for more than a year. Above 
is the machine's rotating ‘‘memory” disc. 
It provides the machine a vocabulary in 
excess of 2 million words and phrases. 


ways of bridging human and computer 
capabilities. Above, a research psychologist 
studies human reliability and error making 
in perceiving patterns, including number 
patterns, one of the many fascinating sub- 
jects under constant investigation. 


SPONSE. In general the resistance of 
metals decreases as the temperature is 
lowered. However, there are certain metals 
called superconductors, the resistance of 
which drops abruptly at a critical low tem- 
perature characteristic of the metal. Tak- 
ing advantage of this phenomenon, IBM 
researchers have made devices with on-off, 


or switching, speeds of 2 billionths of a 
second! 





* 
‘ 
ar 
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Men have been making electronic parts for 
years. Today, IBM research scientists are grow- 
ing them! 

Inside this quartz tube, in an atmosphere of 
active gases, component parts are built atom by 
atom, through a process called vapor growth. 

It’s an intriguing process—but even more inter- 
esting is the promise that tiny, vapor-grown elec- 
tronic components hold for tomorrow’s computers. 
Data processing systems could be smaller, for one 
thing. And they could do a wider variety of jobs, 
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.. to Shrink future IBM computers 


work faster, and lower the unit costs of processed 
data. 

“Shaping tomorrow in a quartz tube” is only one 
of the pioneering and creative projects that keep 
our research people busy. At the left you’ll see 
some other current projects. All are exciting 
possibilities for solving problems tomorrow—and 
all are examples of the technological leadership 
that helps make possible the advanced IBM sys- 
tems you use today. 


® 
DATA PROCESSING 
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AMERICAN PRESIDENT 


James D. Short, Supervisor of Tabulating, American President Lines 


THE SETTING: American President Lines oper- 
ates 30 cargoliners and 5 passenger liners. To 
make up voyage revenue and budget reports, the 
company collects and sifts mountains of data 
from scattered ports all over the world. 
Reservations from 18 offices, 30 principal 
agents and thousands of travel agencies funnel 
into San Francisco headquarters every 24 hours. 
Facts in foreign weights, measures and cur- 
rencies are converted to U.S. equivalents, sum- 
marized, and printed. The system also produces 
many other important reports. 
THE SYSTEM: Data received is put on punched 
cards. An electronic accounting machine proc- 
esses the cards, converting to U. 5S. standards, 


and prints the information on a daily summary 
sheet, an interim revenue report. This is revised 
daily as new figures come in and, in its final 
stage, is the final accounting. 


Build control with 


MOORE BUSINESS FORMS 
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“We did away with 300,000 postings!” 


After a ship has sailed, more incoming data is 
carded and radioed to sea. After a 120-day 
cruise, a budget report is run off, summarizing 
the vessel’s performance —estimated vs. actual. 
A final budget report compiled in 10 days, as 
against 8 man-months, is the basis of manage- 
ment decisions on cargo matters, revenue vol- 
ume, receipts and expenses, equipment needs, etc. 
The system speed-up resulted largely from elimi- 
nating 300,000 tedious manual postings a year— 
a crucial operating gain. The Moore forms in 
the system are the Line’s control in print. 


THE COUNSELORS: “We appreciate the system 
control and the help in forms design which the 
Moore man gave us,” says James D. Short. Super- 
visor of Tabulating. For more details on how 
Moore may be able to help with your problems— 
no matter what kind or size of business — write the 
nearest Moore office. No obligation, of course. 


MOORE BUSINESS FORMS, INC. 
Niagara Falls, N. Y. - Denton, Texas 
Emeryville, Calif. - Over 300 offices 
and factories throughout the U. S., 
Canada, Mexico, Cuba, Caribbean 
and Central America. 
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Yours for the asking _— — 


FOR FREE COPIES, USE READER SERVICE CARD OR WRITE ‘DIRECT 


v 
Management of new products 


Findings of extensive research by 
Management Consultants Booz, 
Allen & Hamilton are reported in 
a 32-page study “Management of 
New Products.” 

The report includes basic recom- 
mendations on the evolution and 
exploitation of new products. 


For your free copy of this chart- 
supported study, circle number 220 
on the Reader Service Card in the 
back of this book. 


Vv 
How to invest 


An authoritative handbook on 
how to buy and sell stocks and 
bonds has been prepared by Stand- 
ard & Poor’s Corp. 

A checklist of do’s and don'ts for 
successful investing is included in 
the 20-page booklet. 


For a free copy of “How to In- 
vest, send a postcard to Standard 
and Poor's Corp., 345 Hudson St., 
New York 14. 


v 
Graph sheet guide 


A 92-page catalog includes a 
guide to selection and use of graphs 
for plotting business and scientific 
statistics. 

For a free copy of this graph 
sheet catalog, write to Keuffel & 
Esser Co., Third & Adams Sts., 
Hoboken, N. J. 


Vv 
Office furniture checklist 

A new brochure by Leopold Co. 
incorporates a checklist to help the 
office planner specify every detail 
of work stations. 


FEBRUARY 1961 


The 24-page catalog shows 58 
units, all scaled to show relative size 
of each piece. 

For a free copy of this full-color 
booklet, circle number 243 on the 
Reader Service Card. 


v 
Multi-purpose room set-ups 


How to make one room do the 
work of many with folding tables is 
illustrated in a new 10-page booklet 
by Howe Folding Furniture, Inc. 


For a free copy of “Making Multi- 
Purpose Use Of Space,” circle num- 
ber 225 on the Reader Service 
Card. 


Vv 
Better letterheads 


How to design effective letter- 
heads is detailed in a 20-page man- 
ual by Mead Papers, Inc. 

The piece illustrates 15 basic 


types of letterheads. It also gives 
tips on the use of typefaces, color, 
design and papers. Actual designs 
are included. 


For a free copy of “Better Busi- 
ness Communications,” just circle 
number 223 on the Reader Service 
Card. 


v 
Efficient mailing techniques 


Your office staff can profit from 
reading a new booklet by Pitney- 
Bowes, Inc. It gives dozens of hints 
on how to get the best postal serv- 
ice at the least cost. 

Efficient techniques, presented in 
quiz fashion, will suggest specific 
ways you can improve your mail- 
ing operations. 


For your free copy of “How Do 
You Measure Up on Postal Know 
How?” circle number 244 on the 
Reader Service Card. 





WORTH PAYING FOR... 


Dynamic management in industry ... A practical approach to the 
fundamentals -of organizing effective coordination and adequate con- 
trol, while stimulating cooperation. Written by Raymond Villers, 516 
pages, $10. Order from Prentice-Hall, Inc., Englewood Cliffs, N. J. 


Managerial performance standards . . . Techniques for evaluating 
tangibles and intangibles of performance of managers at all levels. 
Authored by Virgil K. Rowland, 192 pages, $5.25. Order from American 
Management Association, 1515 Broadway, New York 36. 


Financial incentives for management... How to use sound finan- 
cial incentives to motivate management. By Richard C. Smyth, 309 
pages, $8.50. Order from McGraw-Hill Book Co., Inc., 330 W. 42 St. 


New York 36. 


Credit and collection letters ... New techniques, illustrated with 
hundreds of tested letters, to successfully solve all types of credit and 
collection problems. Authored by Richard E. Morris and sponsored by 
the National Association of Credit Management, 295 pages, $5.95. Order 
from Channel Press, 159 Northern Blvd., Great Neck, N. Y. 
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can give you communications with all these features: 


@ communications which can meet your internal and @ which require no capital investment 
external needs in one integrated system on your part 

@ which have been engineered by the largest com- @ which include normal maintenance and 
munications research laboratories in the world repairs—at no extra cost 

@ which are tailored to your special needs @ which are backed by 80 years’ experience 
and can be changed as your needs change in serving American business 





...Who else but the Bell System? 


Whether your business operation be large or small . . . whether 
you need better inside or outside communications, voice or written 
communications . . . the Bell System can serve you as no one 
else can. 





We offer you equipment and services which can improve effi- 
ciency throughout your organization. We can help you save valu- 
able time, improve service to customers and increase profits. We’ve 
done it for thousands of firms. 





Just call your Bell Telephone Business Office and ask for a 
Communications Consultant. He’ll visit you, make a personal study 
of your operations, and recommend the communications you need — 
no more, no less—to function at top efficiency. Telephone soon. 
It may be the most profitable call you’ve made in years. 


BELL TELEPHONE SYSTEM 


THE ONE SOURCE FOR ALL BUSINESS COMMUNICATIONS 





New Data-Phone service that lets business 
machines “‘talk”’ to each other by telephone. 
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Tax quiz 


by Benjamin Newman, Tax Attorney 


Leasing 


Here’s an easily overlooked pitfall 


Editor’s note: More and more companies are turning to 
leasing. Not only is it a means of conserving operating 
capital and getting the benefit of new equipment, but 
leasing has provided an additional product outlet for many 
companies. For these reasons, tax laws involving leasing 
have become increasingly important. This recent Supreme 
Court decision sheds an important light on one facet of 
the leasing picture. 


The question—Suppose you lease equipment to 
others. The equipment has a useful life of four years. 
May you sell the equipment after one year, but still 
use the four year “useful life” depreciation to lower 
your taxes on that equipment? 


The facts— A and B each operate auto rental busi- 
nesses. Although A’s business is carried on in the East 
and Midwest and 8’s in the South, their methods of 
operation, like those of most car leasing agencies, 
are substantially similar. 

Each car used in the two businesses is purchased 
new and kept in good condition. It is sold as a used 
car when the new year’s models appear, because most 
customers insist on new Cars. 

Since the cars are originally purchased at factory 
prices (substantially lower than retail prices) and are 
only one year old when sold, A is able to sell them for 
only slightly less than what he paid for them. B is even 
able to make a small profit on the used cars that he 
sells to others. 

As everyone is aware, a taxpayer is entitled to de- 
duct as a business expense the depreciation of assets 
used in his trade or business. Such assets are usually 
depreciated over the useful, or economic life of the 
asset. 

The cars used by A and B, although sold by them 
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LOOK HOW THIS NEW IDEA 
IN LETTER TRAYS STEPS UP 
OFFICE EFFICIENCY 
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The Bert M. Morris Co. 


TWO-WAY TRAY 


Greatest advance in letter trays in 20 years. Unique two-way 
design allows work to flow quickly and smoothly both ways, 
saving steps, increasing office efficiency. 

Complements all types of office decor. Takes both letter and 
legal size paper. Stacks to any height with no cornerposts to 
interfere. Made of Hi-Ilmpact plastic to eliminate breakage. 
Has non-marring polyethylene feet. Gray, desert tan, mist 
green. Retails at only $2.00 per tray for quick turnover (price 
includes four plastic posts). 


Put efficiency at your fingertips with these other fine Bert 
M. Morris products... 





MORRISHARP— MORRIS MEMO MORRIS PHONE 
Electric pencil HOLDERS — REST — 
sharpener. With or without In telephone colors. 


ball point pen. Fits all phones. 








MORRISTAR BALL 
PEN DESK SET— 
Space age styling. 


BERT M. Morris co. 


MORRIS SAFE-T-SET 
—Nonspill pen and 
ink set. 


MORRIS TRAYS— 
Letter and legal size. 











8651 WEST THIRD STREET, LOS ANGELES 48, CALIFORNIA 
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used to bug me— 

imate 

| til I discovered 

| | 

| | 

| self-adhesive | 
P l 

| Correction fape! 
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Typing fluid masters used to put me in 
nervesville. My normally agile fingers 
would start vibrating like rubber bands 
as I got halfway down the page. Then 
aaagh! A mistook. A few errors like that 
and I wound up black and blue. Fin- 
gers, hands, face, clothes all black and 
blue. And, a mental outlook to match. 
Then happy day! Our little office supply 
man saw my plight. He said, ‘Girlie, 
why don’t you try Avery Correction 
Tape? They use it in nearly all the big 
offices. You just press it on over an error, 
like so...then type on, like so...! It’s 
fast, neat, clean. You don’t worry about 
making a mistake, so naturally you 
make fewer mistakes. Go ahead, try it. 
You'll save time and your sanity: ” 








1. PRESS on reverse 
side of master over 
error. No moistening... 
just LAY IT ON with a 
finger touch. 

2. TYPE CORRECTION 
with light touch, using 
same carbon. Master 
stays in typewriter... 
no realigning. 


Available in rolls ready to use in 1/6” , 2/6” 
and 5/6” widths in handy dispenser. Make 
clean corrections like this in seconds... 





SSX 


The boss will like . too eee for it saves him time 


and money. Ask for Avery Correction Tape today — 
or at your dealer, or from your regular office supply 
ee et a salesman — you'll like it! 
SPECIAL HINT—Avery Correction Tape also handy 
for blocking out errors on records in ink where 
AVERY erasures would ordinarily be made such as kardex 
comection Ft 





cards. You can use it, too, for blocking out mate- 
rial to be photocopied. 


AVERY LABEL COMPANY, DIV. 150! 


117 Liberty St., New York 6 e 608 So. Dearborn St., | 











l 
| AVERY Chicago 5 ¢ 1616 So. California Ave., Monrovia, | 
| self-adhesive California ¢ Offices in Other Principal Cities. | 
LABELS Please send FREE Samples of Avery Self-Adhesive: 
free samples are * fend — Labels () Correction Tape 
ours for the askin L —_—s- 
| aa the en My Name ____ Position _ | 
| for yours today! Company | 
| then get your regular Ad ar fs | 
supply from your ngcress 
stationery dealer. City Zone _ State ie | 
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after one year, have a useful life of at least four years. 
Accordingly, it is A’s and B’s practice to deduct one 
fourth of each car’s purchase price on their books as 
depreciation. This “net” cost, or depreciation, is then 
subtracted from the price at which the car is sold as a 
used car. The remainder is then declared on their tax 
returns as a long term capital gain. 

The Commissioner of Internal Revenue took the po- 
sition that A’s and B’s use of the four-year deprecia- 
tion is an accounting device which results in turning 
ordinary income into capital gains, and that the em- 
ployment of “economic life” depreciation in such cases 
should be prohibited. The commissioner's argument is 
that A and B knew well in advance that they would 
use a new car in their businesses for only one year. 
Therefore, the correct depreciation in their businesses 
is one year—that is, the car’s “useful life” rather than 
its “economic life.” 

The commissioner then would permit A and B to 
deduct this depreciation only on the difference be- 
tween the car’s purchase price and its salvage value 
(salvage value here is substantially identical with the 
cars used car price). Under the commissioner's 
method, A and B would realize neither a capital gain 
nor a capital loss on the purchase and sale of the cars, 
but their ordinary income, and thus their taxes, would 
be increased. 

The two dealers naturally protested the commis- 
sioner’s ruling, claiming that Congress had established 
the law that capital equipment can be depreciated 
over the economic life of the equipment. 


The ruling—Since A and B operate in different sec- 
tions of the country, the actions in which they disputed 
depreciation methods with the Tax Commissioner were 
tried in different courts. As sometimes happens, one 
Court of Appeals decided in favor of the commis- 
sioner and the other decided in favor of the taxpayer. 
In order to have uniformity throughout the country, 
both cases were brought before the U. S. Supreme 
Court. 

However, because the two cases were so similar, 
and because the intent of the Supreme Court was to 
establish a precedent, only one of the cases was act , 
ally tried. - 

The Supreme Court declared that the intent ot Con- 
gress in establishing the tax law must be the decisive 
factor in interpreting it. After a thorough search of 
the legislative history of depreciation in tax law, the 
court found that it was the intent of Congress in al- 
lowing a deduction for depreciation to permit tax- 
payers to recover the cost of capital assets tax free. It 
was not, said the court, the intent of Congress to en- 
able taxpayers to employ the depreciation deduction 
to convert ordinary income into capital gains and 
thus lower the taxpayers’ taxes on income. 

The approach taken by the commissioner computes 
depreciation expense in a manner more likely to re- 
flect properly the actual cost over the years in which 
the asset is employed in business, the court said. Ac- 
cordingly, the “useful life” method (one year as op- 
posed to four years) must be used in the instant case, 
the court declared. 


Massey Motors, Inc. v. United States of America 
Supreme Court of the U.S., decided June 27, 1960. 


> 


MANAGEMENT METHODS 








A A NO DEE Nt 7 


APE EAL Nh DB > Me 


LEARY as 


Ree SRL aoe 














sMebt-moweait-e(-3 Offset department 
can be YOURS 
i -maeteheea Gollar an hour! 


For less than a dollar per working hour, you can pur- 
chase a complete ATF offset department, including: 
press, camera, darkroom sink, negative layout table, 
platemaker, and utility table. If you have some 
seldom-used equipment to trade in, chances are you 
will need little or no down payment. 

DARK ROOM Or you can lease the complete “package”—or any 
part of it—without trading in any equipment or 
making a down payment. 


Either way, you get brand new equipment—and 
only what you need—on the easiest terms. You can 
pay as you go and make a profit as well. 


Heart of this plan is the ATF Chief 15, the small 
press with the big press features...the press which 
has been chosen by over 1500 professional printers. 
You can see this press and the related “package” 
equipment in operation at your nearest ATF Branch 
Office; or your ATF Representative will supply full 
details, including a folder, “How to Set Up for Off- 
set,” which outlines various plans and choices of 
equipment. If you prefer, use the coupon below, 


Gut 


ATF Type Faces used in this advertisement: heads, Craw Clarendon; 
text, Bodoni Book; coupon, News Gothic Condensed. 


American Type Founders, Dept, D 
200 Elmora Avenue, Elizabeth, N. J. 


I’m interested in your “Offset Package Plans” on a (] purchase 
C lease basis. 


Name Title 





American 


Type 
Founders 
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Company 





Street and Number 





City ___Zone State 
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(If you have trade-in equipment, list descriptions, models, serial numbers) 
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CONTINENTAL OPTICAL COMPANy 
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For complete information communicate in confidence with: 


GREATER ST. PETERSBURG - CLEARWATER INDUSTRY COUNCIL 
GREATER ST.PETERSBURG CHAMBER OF COMMERCE 


Jack Bryan, Industrial Director / DepartmentM, St. Petersburg, Florida 
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YOUR COMPANY 


TO JOIN WITH US 
IN 
PINELLAS COUNTY 


Here’s one of the few areas in 
America where it is possible to 
attract personnel in every cate- 
gory without difficulty. 

Why? — No executive or em- 
ployee need be more than 15 
minutes away from home and gar- 
den, from fresh and salt water, 
fishing, bathing, boating, water 
skiing ...no more than 15 min- 
utes away from schools, churches, 
shopping centers, recreational 
and social activities. 

All this, plus a favorable busi- 
ness climate...and SUN-sational 
living all year, in this enchanting 
land of flora and fauna. 

Executive decisions, after exten- 
sive site location surveys in many 
areas of the nation, have resulted 
in major companies locating here. 
Their managements will gladly give 
you the result of their findings. 


NOTE: Persons seeking positions 
please write Florida State Employ- 
ment Service, 1004 First Avenue 
North, St. Petersburg. 


Clearwater 
Dunedin 

Gulfport 

Indian Rocks 

Largo 

Madeira Beach 
Oldsmar 
Pass-a-Grille Beach 
Pinellas Park 
Safety Harbor 

St. Petersburg 

St. Petersburg Beach 
Tarpon Springs 
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20 DRAWER 
Full Suspension 
CAPACITY 
535 filing inches 
(80,250 cards) 


oc 20 DRAWER 


Three-Quarter Suspension 
a= CAPACITY 
a= 535 filing inches 


¢: 10/20] Omer] a0 6) 





PRICE 
Without lock . Cat. #1380-11 .. $235.00 
With lock Cat. #1380-12 .. $245.00 


PRICE 
Without lock | Cat. #1375-11 ... $169.50 
With lock Cat. #1375-12 .... $178.50 


4 DRAWER 12 DRAWER 
Three-Quarter Suspension Three-Quarter Suspension 
CAPACITY CAPACITY 


107 filing inches 
(16,050 cards) 


321 filing inches 
(48,150 cards) 


PRICE PRICE 

Without lock ... Cat. #1390-11 $59.50 Without-lock Cat. #1385-11 $115.75 

With lock Cat. #1390-12 $66.50 With jock Cat. #1385-12 .. $123.75 

Prices F.0.B. Worcester % 
All new three-quarter and full suspension files, designed high sided to protect the cards. Full card labeling and 
and built by the leaders in the data processing accessory self-stacking too. 
equipment field. This line includes all the features our In addition to the files shown, a new transfer file will 
customers have asked for through the years. They are be added soon, to give you the best, but least expensive 
quality files, economically priced. storage for your inactive records. The same tray will be used. 
The tray which fits all files is the basic part of the new Send for a brochure giving complete details on the new 

line. It gives positive compression, is light in weight and Gold Star line or call your local Wright office. 





DATA PROCESSING 
ACCESSORY 
EQUIPMENT 


AND ROTARY FILES 


DIVISION OF BARRY WRIGHT CORPORATION 
WORCESTER, MASSACHUSETTS 


BRANCH OFFICES: Albany, Albuquerque, Atlanta, Baltimore, Birmingham, Boston, Brooklyn, Charlotte, Chicago, Cincinnati, Cleveland, Columbus, Dallas, Denver, Des Moines, Detroit, 
Elizabeth, N. J., Grand Rapids, Hartford, Houston, Indianapolis, Jacksonville, New Orleans, Kansas City, Mo., Little Rock, Los Angeles, Memphis, Milwaukee, Minneapolis, New York City, 
Philadelphia, Phoenix, Pittsburgh, Richmond, Rochester, St. Louis, Salt Lake City, San Diego, San Francisco, Seattle, Shreveport, Springfield, Il!., Syracuse, Tulsa, Washington, D. C. 























LVOwlA low-cost way to 





automate sales analysis - 


Keysort Data Processing 


Today, the businessman must know exactly what is be- 
ing sold where. Yet, to the small- and medium-sized 
company, most data processing systems that can deliver 
this information on time are prohibitively expensive. 
Except Keysort. 


Flexibility and economy 


Keysort is the only automated data processing system 
flexible enough to fit your business as it stands and as it 
grows. It is the one system adaptable and affordable to 
companies of every size. Remarkably simple to use, 
Keysort requires only minimum training. It imposes no 
restrictions on your way of doing business, yet provides 
the whole range of management reports — order and 
sales analysis, territory analysis, inventory, etc. 


Reduced clerical burden 
Mechanically created, Keysort cards are code-notched 
with your vital information. Writing is thus reduced to 
a minimum. Figures are automatically tabulated and 
summarized direct to reports. You get the information 
you need when you need it. With least effort. And at 
lowest dollar cost. 


Documented case histories 
Your nearby Royal McBee Data Processing Systems 
Representative will be glad to discuss a low-cost Key- 
sort system tailored to your individual requirements. 
Call him, or write us at Port Chester, N. Y.—indicating 
the applications in which you are interested—and we 
will supply you with actual case histories from our files. 


ROYAL MCBEE corporation 


NEW CONCEPTS IN PRACTICAL OFFICE AUTOMATION 
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WHEELS 
VAR 


Here’s a fleet proven plan 
backed by 24 years 
of successful 
experience YY Sy Wi4 Ny 


250 “Blue Chip” corporations now enjoy lower 


leasing costs with Wheels “Fleetguard” Service. 
leet HITT Financial Strength 


— assures lower costs. Wheels has the kind of financial 
strength that assures lowest cost-of-money. Wheeis 
will buy your present fleet and lease it back to you. 


CLL) Facilities 
— assures lower costs. Wheels maintains a national network, 


of over 300 delivery centers for personalized local 
service to your men at point of use. 


F@e7QUARD Administration 
— assures lower costs. You get individualized service, 
providing coordinated data on every vehicle at 


regular intervals, plus professional guidance on repairs, 
tires, replacements, etc. 


eed HIV Used Car Disposal 


— assures lower costs. Wheels national facilities provide 
highest return on used cars and trucks. 


ea eae ee ee mcs Mines OH) nae RARE REN EER ron TR RE Y, 
Consult a Wheels man i fi i cf” 
before you sign or renew WHEELS, INC. 
-@ 










Leasing cars or trucks? 


























vour car or truck i 6200 N. Western Ave. 
1 . Chicago 45, Ill is 
leasing contract. Lease i age en 
Chevrolet Bel Airs, ° 
. = ‘ I Please send me your booklet on Fleetguard Service. 
with Powerglide, or other | ¢ — 
fine cars and trucks 
with extra equipment of i NAME _. 
your choice. Send f 
coupon today for full H 
details and names of other : FIRM 7 i. Ae int se 
famous firms in your Pg 7 Y 
industry now i PO a SN EAN PO 
using Wheels Fleetguard 4 M) 
Service. i 
CITY maine IE: ane nee . . ae i | See eo int 
' Dept. MM 
e 
(Circle number 159 for more information) 


FEBRUARY 1961 29 























for 


git @ 


Cusin ess men 





on 


Businessmen like to go where money is. More importantly, they like to go where money is managed in a businesslike 
way. That’s why so many executives are showing such avid interest in the new business climate of New York State. Not 
only is New York now the number-one state in personal income and bank deposits, but the highly effective program 
of Governor Nelson Rockefeller and his “hard-hat” businessman’s administration has also put the state’s finances on 
a sound footing . . . through pay-as-you-go policies. m As a result, the state has been able to finance its vast school, 
highway and public-works programs, while offering reasonable tax rates, often less than those of nearby states. This kind 
of businesslike attitude toward money assures a bright future for any business setting up a new plant in New York State. 


We’ll compile a report tailored to your specific new plant needs. Write Commissioner Keith $. McHugh, Dept. of Com- 
merce, Room 357, 112 State St., Albany 7, N. Y. (All contact between your office and ours will be kept under our hat. ) 


2... ee a BRR I nn 
GET UP TO DATE ON NEW YORK STATE...WHERE 
THEY’RE TALKING THE BUSINESSMAN’S LANGUAGE 
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Push-Button Copies 
from Microfilm 


Viewing alone doesn’t fully satisfy the needs of your microfilm 


ee stats 


system. You need paper enlargements, and you want these 
copies to be sharp, contrasty, neatly trimmed black-on-whites, 
obtained without delay or inconvenience of a darkroom. You 
get precisely what you need from a PHOTOSTAT DOCUMAT 


Reader-Printer. In the full-size viewing screen you select the 





record you need, and you get copies by simply pressing a 
button. + This convenient desk-top unit costs little more than 
a viewer. You can get it from PHOTOSTAT, the organization 
you've learned to trust. 





B® yo oosesry; 8 


étywsy HEADER «39 aie 








PHOTOSTAT,.— the most respected name in graphic reproduction 


EQUIPMENT AND SUPPLIES — MICROFILM « OFFSET « PHOTOCOPY «¢ COPIER 




















e. | 
ie 6-2-MM 
ey Soe reir ae ear eae ET Please send details of: 
l- 
) Title (1 PROCEDURAL MICROFILMING [J OFFSET DUPLICATING 
Fe (1 PROVECTION PHOTOCOPYING [J OFFICE COPYING 
" Compan Mis cesses es eee 
z pee Ss ce ) am PHOTOSTAT CORPORATION 
- 
) i Se a Wone..is.3 OEY TS ae ROCHESTER 3,N.Y.,A SUBSIDIARY OF Itek CORPORATION 
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When you can’t see the business ) 
for the paper work | 
call Reynolds & Reynolds! & 





Many executives today have lost personal and profitable contact 

with business because too much of their own valuable time and talent are 
consumed by office paper work. Reynolds and Reynolds representatives 
are experts at eliminating deadwood paper work, trimming and revitalizing : 
| existing forms to streamline office procedure, or economically designing 
and coordinating new forms into an efficient, integrated system. 

Hundreds of large and small companies have enlarged their business perspective 

by installing Reynolds & Reynolds custom-tailored payroll checks, 

voucher checks, purchase orders, invoices, inventory records, production 
records, letterheads, envelopes, customer statements, machine accounting 

forms, bills of lading, journals and ledgers—to mention a few! 





Have a Reynolds & Reynolds representative go over your paper work with you! 
There’s no obligation! 





Write to the Reynolds & Reynolds Company, Dayton 1, Ohio 
for this free booklet “10 Ways To Make Your Business Forms Pay Dividends” 


The Reynolds & Reynolds Company 


DAYTON, OHIO e CELINA, OHIO e DALLAS, TEXAS e LOS ANGELES, CALIFORNIA 
BUSINESS FORMS AND SYSTEMS SINCE 1866 
Also manufacturers of Post-Rite Pegboard Accounting Systems 
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Workshop for Management 


PRACTICAL IDEAS YOU CAN USE RIGHT NOW! 


PICK A TRADE NAME 
WITH BUY-APPEAL 


# PART OF YOUR SELLING JOB Can 
be done if your product name sug- 
gests something of its merits. 

But, strange as it seems, there 
aren't too many trade names that 
do have buy-appeal. 

Some originally said something, 
but the names chosen diluted their 
salesmanship by being applied to a 
long list of varying products. 

For instance, everything from 
bleach to beer has been dubbed 
A-l. Ace is the trade name for a 


Mey, 





wide range of products from flea- 
collars to stapling machines. Blue 
Ribbon means anything from cigars 
to mayonnaise. 

Others, like Frigidaire, are apt 
names for one product but lose all 
value when applied to another 
product in the line, such as an elec- 
tric stove. Similarly, Hotpoint—a 
good name—is a misnomer for a re- 
frigerator. 

Here are a few examples that 
evoke user benefits: Accent food 
seasoning, Art Carved diamonds, 
Air-Fresh and Arrid deodorants, 
Angel Skin lotion, Evenflo nursing 
bottles, Roto-File revolving files, 
Sight-Light lamps, Shut-Eye_ tab- 
lets. 

Creative Consultant James E. 
Woolf, writing in Advertising Age, 
found in a listing of over 2,000 
food products only a handful of 
meaningful names—Cream of 
Wheat and Rice Krispies cereals, 
Palmolive soap, Log Cabin syrup, 
Land O'Lakes butter, Sunkist 
oranges, Libby's Deep Brown 
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beans, Tender Leaf tea and Softa- 
silk cake flour. 

But, Mr. Woolf adds, such dis- 
tinctive names are rare. 

Make it easy for your prospects 
to want your product with a 
uniquely descriptive name. Avoid 
trite, restrictive, lacklustre, mean- 
ingless, hard-to-remember designa- 
tions. Put sales appeal in what you 
call your product. 

For more on product naming see 
page 47. 


PUT SELLING PUNCH 
IN YOUR ORDER FORM 


® PROSPECTS OFTEN TURN to an 
order form for a review of a prod- 
uct or service offer. They know 
that’s where to get a quick, clear 
picture of price, terms and guaran- 
tee. 

Does your form help sell? All too 
often an order blank is designed by 
the legal or accounting department, 
instead of the advertising depart- 
ment. 

Review your standard order torm 
—all your external forms, for that 
matter—from a sales point of view. 
Add selling impact along with the 
routine sales terms. 


TRY THESE TECHNIQUES 
TO STOP FORGETTING 


® LATCHING ON TO THE HABIT OF 
maximum meaningful remembering 
can be a powerful aid to efficient 
management. 

To help increase your memory 
quotient, Donald A. Laird suggests 
these practical rules: 

1. Have a mental set or intention 
to remember accurately at the time. 
Simply try to remember. 

2. React actively to any experi- 
ence you should remember. Look, 


listen, talk, think about it at the 
time it occurs. 

3. Refresh your memory of it at 
a strategic time to keep it accurate 
and fresh. 

4. Center your thought on the 
meaning of what you intentionally 
store away. 

5. Relate the things you remem- 
ber. Don’t hold on to isolated facts. 
Tie together facts, experiences, sta- 
tistics. 

6. Write it down. Take notes re- 
ligiously. Use reminder calendars 
and tickler files. 


DRAW OUT 
EMPLOYEE IDEAS 


® MANY EXECUTIVES FAIL to fully 
tap the reservoir of ideas bottled 
within their direct subordinates and 
workers at every level. 

To help you draw out sound, 
workable ideas from your em- 
ployees, Vice President John R. 
Walley, Adams Steele, Inc., sug- 
gests these old but still workable 
techniques. 

Tell where 
Unless you 


ideas are needed. 
define areas where 
changes or improvements are 
sought, employees may not be 
aware of the need. Airing a knotty 
problem will stimulate creative so- 
lutions. 

Limit the scope of the problem. 
You can channel constructive 
thinking if you build a_ fence 
around the project. Outline _ its 
scope and set a target date. 


Practice the _ listening habit. 


Many good ideas will die aborning 
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if you don't develop a listening at- 
titude. Give the other fellow a 
chance to present the key factors of 
his views. 

Show others how to enlist ideas. 
Encourage managers and super- 
visors at every level to be receptive 
to suggestions. 

Take time to explore ideas. Too 
quick acceptance can lead to a long 
string of never-worked-out ideas. 
Too prompt rejection can stifle the 
flow and spontaneity so necessary 
to creativeness. 

Get the idea in writing. Enthusi- 
asm of the moment sometimes leads 
to investment of time and money 
on unsound ideas. Putting an idea 
on paper crystallizes it, helps sort 
out wheat from chaff. 

Make a concrete decision. Don't 
let an idea hang fire. After review, 
let the individual know the fate of 
his suggestion. 

Give credit where credit is due. 
An idea originator is usually sensi- 
tive to credit and compliments. 
Acknowledgement of his suggestion 
will spur him on to greater creativ- 
ity. 


DON'T SETTLE FOR 
“GOOD ENOUGH” DESCRIPTION 


s SOMETIMES A NAME can spell the 
difference between indifference and 
desire. 

For instance, an identical prod- 
uct was displayed in three identi- 


cal arrangements—with one excep-’ 


tion. One bore the name “Economy 
Size,” another “Giant Size,” the 
third “Money-Saver Size.” The 
extra stopping and selling power of 
the money-saver description won 
hands down in moving the most 
merchandise. 

To cite another case, one manu- 
facturer offered a “Carpeting 
Styles” booklet with satisfactory re- 
sponse. Since the piece contained 
much “how to” data, the title was 
changed to “Your Carpeting Selec- 
tion Guide.” Returns from this sec- 
ond offer shot way up. 

Similarly, requests from motorists 
for a “Detailed Road Map” were 
considered good. However, a sug- 
gestion was made to rename the 
piece “Valuable Travel Guide.” Re- 
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sponse to the new title was out- 
standing, the oil distributor reports. 

Recheck the names of your book- 
lets, sales aids, packages and prod- 
ucts. Just a small improvement can 
make a big difference in their pull- 
ing and selling power. 


DON'T UNDERESTIMATE COST 
OF LABOR TURNOVER 


s How MucH boEs IT Cost to re- 
place a worker? Ten to one, you're 
going to underestimate it, warns 
President Elmer L. Winter, Man- 
power, Inc. 

For instance, a figure of $30 was 
quoted recently as the turnover 
cost per laborer on a housing proj- 
CC. 

A more realistic average is 
slightly under $500 per worker, 
Winter says. This is supported by 
a survey of 37 companies in the Los 
Angeles area. Another survey, con- 
ducted by W. I. Christopher, of 
turnover in hospitals, comes up with 
this rule of thumb cost—“the hourly 
pay rate multiplied by 500.” 

The American Management Asso- 
ciation, in a survey report on 136 
companies, cites an average cost of 
$6,684 for hiring, training and los- 
ing a salesman. Nearly one-fourth 
of the firms surveyed put the figure 
at $10,000 or more. 

Professor Sumner Slichter of Har- 
vard Business School gives this 
breakdown on the cost of turnover 
in a large industrial firm: 

Common laborer ........ $126 

Semi-skilled worker ...... $557 

Skilled employee ..... $18,778 


DISCOUNT PART 
OF WHAT YOU HEAR 


= To YIELD to the temptation of be- 
lieving all you hear can be fatal. 
Even the best intentioned commu- 
nicator often presents partial facts 
and personal opinions. 

It’s up to you to sift fact from 
fiction. Before you accept and act 
on what you hear, Professor Wil- 
liam M. Sattler, chairman of the 
University of Michigan Department 
of Speech, suggests these precau- 
tions. 








ul 


Analyze what is being said. Make 
allowances for human emotions and 
prejudices. Learn to detect infer- 
ences, omissions, partial depictions, 
distorting emphasis. Sort out the 
significant from the trivial. Weigh 
personal coloration and undue en- 
thusiasms. 

Remember, Professor Sattler 
warns, the longer the chain of com- 
munication, the greater the chance 
for distortion. 

Supplement person to person 
talks with group communication at 
regular intervals. Group meetings 
will help eliminate individual blind- 
spots, garbled versions and misun- 
derstandings. 


COUNT COST PER MINUTE 
OF INADEQUATE MACHINES 


a It’s EASY TO DECIDE whether you 
can afford to continue use of slow, 
inefficient or antiquated office ma- 
chines. Increased output of im- 
proved models is, of course, the de- 
ciding factor. 

But have you figured how much 
payroll per minute more efficient 
machines can save you? 

H. M. Jopling, U. S. Army man- 
agement expert, has reduced com- 
putation of the real cost of 
inadequate machines to a simple 
formula. 

To arrive at evaluation of person- 
nel/equipment ratios, personnel 
costs are readily figured. They ap- 
proximate the same number of pen- 
nies per minute as the number of 
thousands of dollars annual salary. 
That is, a $7,500 man roughly costs 
7% cents a minute; a $4,000 em- 
ployee, four cents. 

Reduced to a simple table, here 
is the write-off cost of machines per 
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... with the addition 
of a Teletype Tape Reader 
(sending unit) 


... and a Teletype 
Tape Punch 
(receiving unit) 





Adding Teletype fape units to your present 
1 Teletype page printer can pay you handsome dividends. 
As your printer is used for sending and receiving mes- 
sages and data, the information can at the same time 
be captured in perforated tape form—as a by-product, 
without effort on the part of your operator. This tape, 
then, has many cost-saving uses: 


1 | Save time, increase capacity—the tape can be 
t used to retransmit all or part of the information to 
| other locations .. . it is an easily storable record ... 
it can be used over and over to save typing effort. 


Greater accuracy, efficiency— using punched tape 








Increase the Usefulness 
of your Teletype Page Printer 





Tape can pay you dividends 


retyping but also saves possible errors in preparing 
purchase orders, sales records, payrolls and the like. 


Business machine tie-in—the tape is compatible 
with many modern business machines and can also 
serve as “input data” for certain types of computers. 


In these and many other ways, the addition of 
Teletype tape units to your present Teletype page 
printer can pay you important dividends. Teletype 
Corporation manufactures this equipment for the Bell 
System and others who require the utmost reliability 
from their data communications. Teletype equipment 





























t for repetitive data such as addresses, product descrip- can be used with Data-Phone and other communica- 
, tions and other fixed information not only eliminates tions services. 
= ® 
; C ORPORATI O bd suasioiary of Western Electric Company INC. 
: po <> — Free Model 28 Line folder. Write Dept. 38-B, 
; 7) <=) +| 5555 Touhy Avenue, Skokie, Illinois 

ls <> ; iF 

Tape Reader and Send-Receive Automatic Send- 
r Typing Tape Punch Page Printer Receive Set 


(Circle number 154 for more information) 
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WORKSHOP 


day. Compare these figures with 
the cost of personnel per minute. 
Pennies per day for equipment 


Straight line write-off rates 
(250 work days per year) 


Cost 5 years use 10 years use 
$ 25 2¢ per DAY 1¢ per DAY 
50 4¢ per DAY 2¢ per DAY 
75 6¢ per DAY 3¢ per DAY 
100 8¢ per DAY 4¢ per DAY 


Versus pennies per MINUTE for people 

With this simplified formula, it is 
readily apparent that a $900 calcu- 
lator at 36 cents a day write-off 
needs to save only four minutes a 
day of a $10,000-a-year man to pass 
the break-even point. Any increase 
in productivity beyond this is pure 
profit. 

Similarly, an electric typewriter, 
with a write-off of eight cents per 
day more than a manual model, 
need save only a little more than 
two minutes a day for a 34-cents-a- 
minute typist to reach the break- 
even point. 


REDUCE TURNOVER 
WITH PERIODIC COUNSELING 


w» At Paciric Mutua Lire Insur- 
ANCE Co., they don’t wait for per- 
sonnel problems to develop. By us- 
ing a preventive technique, they are 
able frequently to catch trouble be- 
for it starts. 

New employees are counseled on 
a scheduled basis—three times dur- 
ing the first six months when dis- 
satisfaction and drop-outs are most 
likely. 

Under other systems where the 
employees must go to the personnel 
manager, a problem usually has to 
be pretty bad before a worker will 
go over his supervisor's head to seek 
help. 

Since instituting periodic counsel- 
ing, Training Manager Gilbert K. 
Lampner reports, morale is up and 
turnover down. 

At first, some supervisors were 
suspicious of the new system. How- 
ever, by now, most of their sus- 
picions have disappeared. What 
helped bury them is the practice of 
calling supervisors in on followup 
interviews whenever practicable. 

For serious problems, employees 
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are referred to outside counsel, such 
as ministers, psychiatrists and mar- 
riage counselors. 

Employees are kept aware that 
the company is constantly seeking 
ways to improve individual job sat- 
isfaction. The personal, periodic in- 
terviews help remove causes for dis- 
content before they can develop 
into a decision to leave the firm. 


REMOVE MONOTONY 
FROM PRODUCT IDENTITY 


= TODAY CONSUMER BRAND LOYALTY 
is at an all time low. This is true, 
says Designer Gerald Stahl, be- 
cause packaging, like products and 
claims, is so overwhelmingly the 
same. 

The solution to the boredom of 
brand similarity is development of 
a design slogan that breathes orig- 
inality with a look of leadership. 

Such a graphic slogan can work 
for a product as a verbal slogan 
does—identify it, project its quali- 
ties, promise benefits in a unique 
and memorable way. 

This aura of originality, Designer 
Stahl states, can be achieved in 
many ways. 

s Esteblish a believable, likable, 
appropriate personality like Mr. 
Clean or Speedy Alka-Seltzer. 

s Pick packaging materials to pro- 
ject product qualities. 

= Use color distinctively. 

# Develop a unique symbol that, 
together with other design features, 
becomes the face of the product 
just as the nose, eyes and mouth 
form a_ one-of-a-kind personality 
pattern. 

=» Gain memorability with creative 
repetition of a motif. 

Whatever graphic format is 
chosen, its elements should never 
vary in basic relationships. The de- 
sign slogan must provide instant 
identification and favorable recog- 
nition wherever used—on labels, 


displays, trucks, in advertising and, 
of course, on shipping cartons and 
packages. 

Finally, Mr. Stahl says, the de- 
sign concept must have built-in 
flexibility. This versatility will allow 
the image to reflect change yet re- 
tain recognition power over the 
long pull. 


ACCORD EVERYONE 
THE RED CARPET TREATMENT 


# At Louistana Cos. literally and 
figuratively they roll out the red 
carpet for all comers. “We know it 
works,” says Chairman Warren Ber- 
wick. In fact, he attributes much of 
the company’s growth from a cub- 
byhole office to a large modern 
building to the red carpet treatment 
policy. 

The literal red welcome carpet 
extends from the front door of the 
building right to the receptionist’s 
desk. 

The carpet is a symbol of the way 
the entire staff feels about the cli- 
ents. The preferred treatment starts 
at the telephone. Because of this, 
several years ago the firm started to 
publicize the girl who answers the 
calls. Betty had a pleasing voice 
and just the right attitude. She be- 
came so well known and symbolic 
of the cordial Louisiana service that 
every switchboard operator since 
that time has been “Betty.” 

No matter whom a caller asks for, 
even the chairman, he is switched 
directly to that person—no_inter- 
vening secretaries or clerks. 

An operator never asks, “Who’s 
calling.” No one is ever “in confer- 
ence.” Either the individual is in 
and answers, or he is “out for a few 
minutes” and will return the call. 
From the chairman down, everyone 
dials his own numbers. 

Every time someone drops in, he 
is offered coffee—either in the office 
or in the employees’ snack bar. 
Strangers and old friends alike seem 
to enjoy the friendly, relaxing cus- 
tom. 

The company provides ample, 
convenient parking space for visi- 
tors. As a further Southern courtesy, 
each customer on leaving is es- 
corted to the door and thanked for 
his time. 
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BUSINESS REPLY MAIL 
No postage stamp necessar 


study 


y if mailed in the United States 


HALOID XEROX INC. 
61-189X HALOID STREET 
ROCHESTER 3, NEW YORK 
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How XeroX" 


master-making equipment 
can make your own 
duplicating department 
pay off 


with remarkable savings in time and money, and without capital investment 


Hundreds of business firms now find it profitable 
to set up their own offset duplicating depart- 
ments. For example: 


A national refiner is saving $1,500 a 
month, an airline $1,000. A small insur- 
ance company is ahead $6,000 a year, a 
steel firm $250,000. An instrument man- 
ufacturer now saves $700 a month, an 
aeronautics firm $82,000 a year. 


What accounts for such substantial savings in 
do-it-yourself paperwork duplicating? The ap- 
plication of xerography—the clean, fast, dry, 
electrostatic copying process—to the preparation 
of offset paper masters. 


You get longer runs from each master with 
XeroX master-making equipment, and you can 
use any master material. So there’s a substantial 
saving not only in dollars, but in time. 


You get high quality masters, that give you 
hundreds—even thousands—of sharp, clear run- 
off copies—enlarged, reduced, or size-to-size. 


HALOID XEROX INC., 61-189X Haloid St., 
Rochester 3, N. Y. Branch offices in prin- 
cipal U. S. and Canadian cities. Overseas: 
Rank-Xerox Ltd., London. 
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You have no capital investment. XecroX mas- 
ter-making equipment can be installed at a mod- 
est monthly rental, cancellable on 15 days’ 
notice, for any reason whatever. 

You'll save the rental charge many times over 
in reduced paperwork duplicating costs. Even if 
your volume is low, you'll find it pays to install 
XeroX equipment because of our unique Pay-As- 
You-Copy rental plan. 

Companies now maintaining their own offset 
duplicating departments (and this includes 
many of America’s most progressive companies, 
large and small) enjoy other benefits in addition 
to the substantial savings. Better control of work, 
faster reproduction, and—because offset paper 
masters are prepared on XeroX master-making 
equipment—finer quality of end product. 

Why not let our representative conduct a feasi- 
bility study on the application of XeroX equip- 
ment to your paperwork duplicating problems. 


No obligation or cost to you. Just fill in and mail 
the attached postcard today. 


HALOID 
XEROX 
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Bankers and commercial finance companies know how to spot management weakness. By 
using their own methods, your company can make an accurate self-appraisal of manage- 
ment. This article shows you how to throw the harsh light of fact on management de- 


fects. It gives you dramatic case histories from the files of an experienced lender. 
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by Theodore H. Silbert, 
President Standard Financial Corp. 
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Six benchmarks that 
reveal bad management 


mums §=8YOu can get a 
good idea of the quality of your 
company’s management if you judge 
it through the eyes of a lender. 

Financial statements are not a 
lenders sole concern. Quality of 
management is equally important. 
In one sense, commercial finance 
executives are a management's 
toughest critics. 

In 30 years our company has lent 
nearly $2 billion to business. Our 
losses have been less than a fly- 
speck. The reason is that, like other 
lenders, we have benchmarks that 
tell accurately when a management 
is sound and when something is 
wrong. In general, there are six 
benchmarks commercial finance 
companies use. Here they are: 


BENCH- A gambling attitude 
MARK US. . 
NO. 1 a factual attitude 


« A sound management is realistic; 
it avoids gambling. 

It is commonly believed that 
business failures are due to trade 
ignorance, inexperience, lack of 
capital, and other familiar causes. 
These are common sins among 
young companies. But more mature 
companies are trapped by other 
sins. Their failures are usually due 
to management aberrations, mis- 
takes in basic policy due to greed, 
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switches in outlook, and others. The 
managers feel they just can’t miss. 
They refuse to worry about pro- 
jected sales, operating problems, 
capital requirements. They have no 
respect for facts. 

Two companies come to mind in 
this connection. 


THE CASE OF INCREDIBLE 
DIVERSITY 

= An aircraft parts company de- 
cided to branch out after the war. 
Two items were plucked from the 
air: magnesium ladders and carpet 
sweepers. The lack of judgment 
and planning was incredible. 

Sales of both products swelled 
quickly causing a shortage of work- 
ing capital. The company had 
reached the limit of its bank credit 
and was referred to us for accounts 
receivable financing. After a quick 
inspection we backed away. This is 
why: 

Blissfully unconcerned about the 
marketability of its carpet sweep- 
ers, the company flooded its dis- 
tributors with 100,000 units—a 
quantity comprising 15% of the to- 
tal market. With no market re- 
search, or obviously defective re- 
search, the company had set up 
production facilities sufficient to 
satisfy one-third of the total 
sweeper market! 

The gamble taken with the mag- 
nesium ladders was equally amaz- 
ing. For its aircraft work, the com- 


pany had built a staff of engineer- 
ing experts in magnesium welding. 
But this staff was dissolved as war 
contracts ended. As a result, the 
magnesium ladder was poorly pro- 
duced. Returns piled up. 

Then the company took a still 
bigger gamble by plunging into the 
manufacture of magnesium bottle 
crates. Management invested a 
quarter-million dollars in special- 
ized production equipment before 
giving thought as to how the new 
product could be sold. Not until 
units began to come off the line 
was it discovered that no provision 
had been made for distribution. 

This comedy is hardly typical, 
but it shows how little respect man- 
agement sometimes has for facts. 


A CASE OF PRECISE PLANNING 


= The case of a women’s belt man- 
ufacturer shows the favorable side 
of the coin. 

In 15 years the company had 
built its belt sales to an annual vol- 
ume of $1.4 million. Then the deci- 
sion was made to expand into the 
manufacture of women’s handbags. 

This is a highly volatile field, 
streaked with dangers of style obso- 
lescence. Yet we welcomed the in- 
vitation to help finance the expan- 
sion. Here’s why: 

The company’s balance sheet was 
only fair, but the production and 
distribution of its new product had 
been precisely planned. Manage- 
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ment knew the number of retail 
stores through which the handbags 


could be sold. It had researched 
price and design, and market tested 
some designs with the help of store 
buyers. Cooperative advertising 
plans had been worked out and 
tested. Two subcontractors had 
been lined up to do some manufac- 
turing in the event sales exceeded 
a certain planned volume. 

Because of this management's 
past record and its meticulous 
plans, our financial advances to the 
company were some $800,000, de- 
spite the risky nature of its new 
business. Not surprisingly, the busi- 
ness prospered: in four years sales 
rose from $1.4 million annually to 
$3.9 million, and net profits on sales 
were 3.1%. 


BENCH- Disrespect for numbers 
MARK vs. 


NO. 2 «a quantitative attitude 


=» A management that doesn’t worry 
about numbers ought not to be 
trusted with other people’s money. 

Look around and you will find 
many companies selling unprofit- 
able products to unprofitable cus- 
tomers—simply because manage- 
ment can’t be bothered to analyze 
the figures. Usually the figures ex- 
ist but management just neglects to 
use them. 
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“Gluttony for assets may 
produce indigestion.” 


THE CASE OF DISGUISED LOSSES 


» Our files show the case of a 
building products manufacturer 
that launched a new type of fire- 
proof shingle. The company was fi- 
nancially sound but sales of the 
new product pinched working capi- 
tal. We were invited to help. 

Our initial examination of the 
company’s figures revealed steady 
losses for years on two of its stand- 
ard products. Both products were 
serving shrinking markets; they had 
been displaced by competitors’ 
products. Management was aware 
of the inroads made by the com- 
peting products, but had never real- 
ized that net losses were all they 
could look forward to. 

Starry eyed management that 
doesn't bother to conserve as well 
as to build is likely to run into 
trouble. At any rate, it will fail to 
win the confidence of its bankers. 


THE CASE OF SHARP FIGURES 


® On the other hand, we willingly 
financed a small maker of insulated 
wire and cable. The company had 
been in a shrinking market situa- 
tion. It sold to independent tele- 
phone companies, but as_ these 
companies were bought up and 
merged, their orders for wire and 
cable became diverted to giant sup- 
pliers. 

Recognizing the problem, the 





company undertook research and 
came up with two products with di- 
versified markets: printed _ tele- 
phone switchboards, and heavy 
duty lighting cords for shipyards, 
coal mines and oil derricks where 
oil corrosion on insulation is a great 
problem. The management put to- 
gether precise figures on what extra 
equipment and cash were required 
to produce these two items in quan- 
tity, how the items would be dis- 
tributed and sold, how they would 
add to the company’s total sales 
volume, profit, and so on. 

Such a healthy respect for num- 
bers commands respect. The com- 
pany was able to get the capital it 
needed, and in six years sales vol- 
ume grew from $2,790,000 to $6,- 
925,000, and profits expanded pro- 
portionately. 


“If a man doesn’t worry about 
numbers he shouldn't be trusted 
with other people’s money.” 
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BENCH-Financial adventurism 
MARK ws. 
NO. 3 stick-to-your-knitting 


#\ management that gets itchy to 
try turning profits by financial ad- 
ventures—instead of sticking to its 
knitting—often goes broke. 

Many a firm has been caught in 
a dangerous under-tow by specu- 
lating in inventories. Such specula- 
tion is quickly apparent from the 
balance sheet. 

When a company uses raw mate- 
rials with volatile prices, manage- 
ment is sometimes tempted to sec- 
ond guess the market and play the 
inventories game. There is no point 
in warning a president who does 
this, or permits it to be done, since 
he knows the hazards. But there is 
no reason why his creditors should 
be dragged along. 

The quickest way to spot abnor- 
mal inventories is to look at the 
pertinent industry ratio available 
in Dun & Bradstreet studies, or 
available from Robert Morris Asso- 
ciates, the national association of 
bank loan officers and credit men. 

For example, glass and glassware 
manufacturing normally® has a ratio 
of sales-to-inventory of about 8-to- 
1. Any glass producer with a ratio 
of (say) 5-to-1 is speculating with 
inventories. Or else he doesn’t know 
his business. If the glass and glass- 
ware manufacturing industry typi- 
cally shows inventories averaging 
about 24% of total assets, only a 
gambler in this business would be 
daring enough to risk 40% or 50% 
inventories. We take a dim view of 
the managements of such firms. 

The typical aircraft parts manu- 
facturer normally operates with 
inventories around 39% of | total 
assets, and the typical ratio of sales- 
to-inventory in the industry is 6-to- 
1 annually. It would be hazardous 
indeed for a creditor to make ad- 
vances to an aircraft parts producer 
who has inventories at 50% or 60% 





’ The ratios presented in the text of this 
article are taken from samplings conducted 
by Robert Morris Associates. Since the sam- 
plings were in many cases small, the ratios 
should be considered as only indicative, and 
not necessarily representative of industries 
as a whole. 
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“‘When a mature firm fails, it 
may be due to management greed.” 


How to pick blue chips 


In 1960, the commercial finance and factoring industry supplied about 
$15 billion in financing volume to growing businesses throughout the 
country. One of the major companies in that industry is Standard 
Financial Corporation. The author of this article, Theodore H. Silbert, 
is president of Standard Financial. 

While Mr. Silbert’s article stresses the errors on the part of some 
managements, this is only to alert companies. Actually, far more 
firms make sound judgments and conduct themselves well, than the 
contrary. 

Mr. Silbert ought to know. In the 30 years of his company’s exist- 
ence, Standard Financial Corporation has lent close to $2 billion to 
growing companies. As a result, many of those companies have grown 
and flourished. Today, many are publicly owned, with ample credit 
of all sorts. These managements were sound and able. 

The ability to pick the genuine growth company, the potential 
winner, the blue chip of the next generation, is something which comes 
only to a finance executive with a practiced eye and tested bench- 
marks. This article discusses some of those benchmarks so that readers 
may measure their own companies. 

Some successful companies which owe their success to their sound 
managements and help from the commercial finance industry, are Dow 
Chemical, Monsanto Chemical, National Airlines, Inc., Rose Marie 
Reid Swimsuit Co., Lithium Corp., the Diners’ Club, the A. O. Sutton 
Corp., the Yoder Corp., the Rybutol Division of Rexall Drugs, Con- 
tinental Motors Corp., Dorsey Trailers Co., Helene Curtis Industries, 
Inc., United Artists Corp., and others. 

Mr. Silbert founded his company in 1932, with a capital of $1,000, 
in association with the late Jacob R. Schiff. Today, Standard Financial 
is a publicly-owned corporation listed on the New York Stock Ex- 
change, capitalized at $20,000,000, and with total financial resources 
of more than $100,000,000. 

Mr. Silbert is an authority on commercial and business financing, 
author of the definitive article on this field, “Financing and Factoring 
Accounts Receivable,” published in the Harvard Business Review: a 
contributor to Prentice-Hall’s widely used Business Finance Handbook; 
and is the author of the finance industry’s annual study of financing 
growth in the U. S. He has lectured at the University of Chicago, the 
University of California and at Columbia University. 
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of total assets, or has a sales-to- 
inventory ratio of 4-to-1, or 3-to-l. 

This doesn’t mean that producers 
in many industries have not disre- 
garded their industry ratios with 
regard to inventories—particularly 
during the inflationary boom after 
World War Il—and pocketed hand- 
some profits as a result of inventory 
speculation. But many more have 
gone in over their heads with this 
technique—and had to close shop. 


THE CASE OF TOO MUCH DOUGH 


gw One company, a medium-sized 
commercial bakery with sales of 
some $7% million, was too small to 
do any hedging in the commodity 
markets, as the larger companies do. 
However, soon after the war, the 
president decided to buy flour re- 
quirements for about six to nine 
months in advance, whereas 120 
days forward buying is the usual 
practice. This action involved two 
risks: 1) a price decline and 2) the 
cost of paying storage charges to 


millers if the company became un- 
able to take delivery within the 
stated period. 

However, the potential profit on 
inventories was thought to be large. 
Management disregarded the extra 
storage charges. But a sudden drop 
in flour prices early in the 1950's 
crippled the company with a seven- 
month supply on hand. 

Beyond inventory speculation, 
some manufacturers have tried a 
newer form of financial adventur- 
ism: financing their installment sales 
or leases to customers. Since it is 
believed (erroneously) that more 
profit can be earned from financing 
charges than from the normal man- 
ufacturing or retail margins, some 
companies decide to branch out into 
financing instead of letting their 
banks or financial houses take the 
risk. They look at General Motors 
Acceptance Corp., International 
Harvester Credit Corp., Sears Roe- 
buck Acceptance Corp., General 
Electric Credit Corp., and other gi- 





1953 
Total sales $19,322 
Precision parts 7,530 
Machine tools 8,120 
Cutting tools 2,120 
Leased equipment 1,550 





1954 1955 1956 
$23,088 $24,225 $31,550 
9,460 8,725 16,720 
7,160 7,520 5,675 
2,310 2,180 1,895 
4,160 5,820 7,250 
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“Some companies have no modesty when it comes 
to the size of their own financial rewards.” 


ants, and decide to duplicate such 
efforts on a miniature scale. 

Not being familiar with financial 
techniques and the laborious meth- 
ods developed by banks and finance 
companies to check fraud and 
losses, manufacturing companies 
taking a fiver into finance often 
wind up in trouble. 


THE CASE OF VANISHING 
BUSINESS 








» A notable example comes to | 


mind. A manufacturer of capital 
equipment had a favorable sales 


' 


picture. The company’s sales in- | 
come is shown in the panel below, | 


by vroducts (in thousands). 

We first encountered the com- 
pany upon invitation from its bank- 
ers. The company was in difficul- 
ties because business was too good 
and working capital was_ insuffi- 
cient to carry the mounting load. 


etna coins ae 


The current ratio, approximately 3- | 


to-1 in 1953, was down to 1-to-1 


' 


by the end of 1956, primarily be- | 


cause payables had grown from 


$571,000 in 1953 to $3,516,000 at) 


the end of 1956. Profits were excel- 
lent, even extraordinary. 


However, the bankers felt that! 


the company needed more funds 
than the banks could lend on the 
basis of net worth. Additional cap- 
ital, available on the basis of ac- 


moreno 


counts receivable financing from a | 


commercial finance company, was 
thought desirable. 

The most disquieting element in 
an otherwise roaring, booming situ- 
ation was the fact that the big 
buildup of company sales and in- 


come was in the field of special | 
equipment which the company had | 


developed, produced and 


then | 


| 


leased out at very high rentals. In| 
terms of sales, this leased equip- | 
ment had gone from 8% of the com- | 
pany’s total sales income in 1953} 
to 23% in 1956. In terms of profits, | 


about 50% came from the leased 
equipment. 


But it was debatable whether the | 
company would enjoy the profits | 
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through 


generated leasing its 
equipment. The current balance 
sheet showed that profits in the ap- 
proximate amount of $12.5 million 
were invested in machinery leased 
out to lessees on a contract with a 
30-day cancellation clause. 

No professional leasing company 
or financial underwriter would en- 
tertain such a loose cancellation 
privilege for lessees; it placed the 
lessor at the mercy of its custom- 
ers. Moreover, since the equipment 
manufacturer was unfamiliar with 
the credit standards of financial 
companies, many of the leases were 
signed with companies not worthy 
of such credit. 


With the dip in the business cycle 
occurring in 1957-1958, two fore- 
seeable trends developed: cancella- 
tions on the leased equipment flut- 
tered into the company offices like 
maple leaves in the fall, and weak 
lessees began to close shop. By the 
middle of 1958, the financial situ- 
ation was serious enough to require 
herculean reorganization in order 
to save the company. 

This kind of excursion into equip- 
ment lease financing, combined 
with the burden of maintaining 
working capital, is too dangerous 
for the typical manufacturer. 

True, financial institutions take 
such risks every day. But they know 


the ropes, and such risks are part 
of their normal business, whereas 
the typical manufacturer is a mil- 


lion miles removed from such 
matters. 
a \ disrespect for 

LZ } 2spe i 
MARK 
No. 4 credit standards 


= Managements which are smarter 
than their competitors and grant 
credit when everyone else says “no” 
often wind up buried by credit 
losses on their receivables. We 

continued on page 97 





Ratio: 


Manufacturing 
Paint & varnish 
Machine tools & metal working 
equip. 
Special industry machinery 
Stamped & pressed sheet metal 
products 
Paperboard containers and boxes 
General commercial job printing 
Wholesale 
Automotive parts & accessories 
Electrical supplies & apparatus 
Plumbing & heating equip. & 
supplies 
Hardware & paints 
Lumber & millwork 
Building materials 
Retail trade 
New & used autos 
Lumber yards 
Men's & boys’ clothing 
Women's ready-to-wear 
Furniture 
Household electrical appliance 
stores 


Net Worth To Inventory To Officers’ Salaries 
Fixed Assets Total Assets To Net Sales Income 
No. of No. of No. of 
% firms % firms % firms 
2.87% (167) 30.98% (167) 2.40% (74) 
2.06 (197) 32.45 (197) 3.32 (56) 
2408 (189) 35:10 (189) 2.69 (62) 
2.36 (210) 29.36 (210) 1.85 (70) 
1.46 (105) 24.63 (105) 2.66 (57) 
1.64 (154) 17.86 (154) 3.76 (56) 
4.57 (228) 45.83 (228) 2.02 (89) 
6.09 (194) 39.18 (194) 2.65 (73) 
5.55 (230) 43.50 (230) Dit (87) 
5.06 (175) 46.21 (173) 1.47 (79) 
4.09 (280) 34.86 (280) t75 (100) 
3.30 (188) 32.09 (188) 1.87 (73) 
3.43 (902) 42.96 (902) tS (433) 
3.79 (371) 36.45 (371) 2.43 (131) 
4.40 (195) 44.94 (195) 4.93 (73) 
2.99 (212) 37.28 (212) 3.38 (72) 
5.24 (363) 28.92 (363) 3.85 (106) 
3.40 (143) 42.21 (143) 4.42 (56) 








These percentages show average ratios for selected industries. The figures are drawn from surveys conducted by Robert Morris 
Associates. Figures in parentheses show the number of companies sampled in order to get each average ratio. Says Clarence R. 
Reed, of Robert Morris Associates: ‘‘These figures are designed as guides only. Ratios based on smaller samples are less likely to 


be typical of their industries.” 
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Fow to plug key job gaps— 


with your own employees 





If you have a key job open right now, let your employees bid for it. 
A “job bid” system is a low cost way to plug job gaps—quickly—with 


men whose ability you know. This case history reveals five di- 
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rect benefits of “job bidding’—and gives details on how it works. 
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ees Want a quick, in- 
expensive, effective way to fill key 
job openings in your company? 
Set up a job bid system. 

What is a job bid system? Here's 
how it works. Notices of job- open- 
ings within the company are posted 
where all employees can see them. 
Anyone who feels he is qualified to 
handle the job applies for it. These 
applicants are screened just like 
any outside applicant would be. 
After the screening, one is picked. 

This method is based on the fact 
that there is a wealth of untapped 
talent in nearly every company. 

Experience shows that this sys- 
tem can: 

a Eliminate voluminous job history 
files. 

s Reduce turnover. 

» Improve personnel development 
at all levels. 

» Chop costs of recruitment pro- 
grams. 

s Uncover 
employees. 


unknown, but skilled 


Has interview for job 


am 


+ 
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For a detailed look at the job 
bid system in operation, read the 
case history that follows. 

Hiring crisis 

We faced a hiring crisis at Syl- 
vania Electronic Systems’ Waltham, 
Mass., Laboratories in 1958. 

There were 1,000 employees in 
our research and development lab- 
oratories. We had just been 
awarded the data portion of the 
Air Force’s Ballistic Missile Early 
Warning System (BMEWS). The 
contract called for hiring at least 
1,000 additional employees in the 
next 12 months, one third of them 
engineers and scientists. A full scale 
recruiting program was netting 
about 35 men a month, nowhere 
near the amount we needed. 

To handle the contract, we had 
to set up a separate operation. 
Since it was a data task, the man- 
agers in our data processing de- 
partment were going to lead the 
new group. But, where were we 
going to find men to fill the gaps 
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they left? Where could we find ad- 


ditional men to form a base for the 


new operation? 


Answer: job bids 


We had to form a cadre for our 
existing lab and the new one. It 
looked like we were in so deep a 
hole we couldn’t climb out. 

To make matters worse, rumors 
were running wild. Employees be- 
gan searching out the managers 
they thought would be transferred. 
Work was at a virtual standstill. 

Our job bid system solved both 
problems. 

Management met and decided 
that all key positions would be 
filled through the existing job post- 
ing procedure. We announced that 
no supervisor was to approach any 
employee, nor was any employee 
to approach a supervisor, except 
through the job bid system. 

Here's how we had it set up. 

1. When the personnel depart- 
ment was notified of a job opening, 
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He assumes new job 














the job was posted on the bulletin 
board in the employees’ lobby. 

2. Any employee who wished to 
be considered for a posted job com- 
pleted a job request form, available 
in the lobby, and forwarded it to 
the personnel department. No ini- 
tial contact was to be made with 
the department or location in which 
the opening existed. 

3. The personnel supervisor re- 
sponsible for the group in which 
the applicant was employed dis- 
cussed the opening with him. Usu- 
ally, he suggested that the em- 
ployee talk with his supervisor. If 
the new job was not better than 
the one he had, the personnel 
supervisor tried to uncover reasons 
for his wanting to leave. Often it 
revealed a morale or personality 
problem, which the personnel 
supervisor took steps to remedy. 

4. If the applicant wanted to be 
considered further, his bid was for- 
warded to the personnel supervisor 
of the group in which the position 
was open. He reviewed the appli- 
cant’s qualifications. If the man 
qualified, he had an interview with 
the supervisor of the opened posi- 
tion. He was also told that his pres- 
ent supervisor would be called for 
a reference check to corroborate 
his qualifications for the job. 

5. After the supervisor inter- 
viewed qualified applicants and 
checked their references, he re- 
lated his final decision to the per- 
sonnel supervisor of his own group. 
6. The personnel supervisor re- 
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sponsible for filling the job wrote 
the acceptance or rejection notices. 
Reasons for rejection were fully ex- 
plained to help with developmental 
counseling. Notices were sent to the 
personnel supervisor of the group 
in which the person was employed. 
He forwarded the notice to the em- 
ployee via the supervisor so that 
the supervisor could discuss the re- 
sults with the employee. 

7. Carbon copies of acceptance 
notifications were sent to both 
supervisors concerned so that a 
transfer date could be established. 
Sometimes neither supervisor could 
agree on a date. In those instances, 
the employee was transferred ac- 
cording to a schedule. 

We told employees that they 
would be notified of every job 
opening as soon as it became 
available. We found that employees 
returned to their jobs and waited 
without fear of being passed by. 


Direct benefits 


By using the job bid method, we 
filled our cadre jobs rapidly and 
smoothly. Continued _ recruiting 
filled in the gaps in both organiza- 
tions. 

Now, more than two years later, 
the Data Systems Operations in 
nearby Needham, Mass. (home of 
the BMEWS project) has 1,800 em- 
ployees. The Waltham labs employ 
more than 1,000. The contract is 
right on schedule. What seemed 
like the impossible has been ac- 
complished. 

Job bidding got us through this 

difficulty. But there are other direct 
benefits. For instance: 
# It eliminated the need for job 
history files. By making openings 
known to everyone, we not only 
uncovered qualified candidates, 
but we knew that they were inter- 
ested in the opportunity. In fact, 
supervisors often encouraged em- 
ployees working for them to bid for 
positions. 


= It reduced turnover. Employees 
who were not properly placed did 
not have to leave the company. 
Often they were transferred to an- 
other position. This is a good solu- 
tion when a worker is dissatisfied 
with his present assignment. Also, 
through the counseling part of the 
job bid system, problems were un- 
covered and solutions found. In 
many cases, employees remained 





they had 


willingly at positions 
wanted to vacate. 

# It improved personnel develop- 
ment. Management had an oppor- 
tunity to talk with every candidate 
and explain to those who did not 
get the job the reason for the 
choice. Unsuccessful applicants 
were told how to improve in order 
to qualify for future openings. 

# It cut recruitment costs. We 
found that we did not have to 
spend so much money looking for 
applicants. Many were right in the 
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company, and some lower level em- © 
ployees turned out to be top flight | 


supervisors. 


= It uncovered 


unknown but tal- 7 


suds 


ented employees. People from de- 7 


partments other than the one with 
the opening asked to be considered. 
This was the first indication that 
they were interested in a new type 
of work. We found good people 
who might have been overlooked. 
Occasionally, an employee saw a 


position open which he knew a/_ 
friend of his could fill. He’d get the © 


friend to make application, and that 


was another way the job bid sys- 7 


tem helped us find qualified people. 


Why we did it 


Management felt that every em- | 
ployee should have the opportu- | 


nity to progress to the limit of his 
abilities. Unless an employee was 
working at the peak of his capa- 
bility, we felt we were wasting our 
most valuable asset: manpower. 

For instance, it was obvious that 
a man capable of doing a senior 
engineer level job should be reas- 
signed from an engineer level posi- 
tion just as soon as a senior level 
job was available. 

Since most men know their capa- 
bilities, we decided a job bid sys- 
tem would be the simplest way of 
discovering hidden talent. 

We made it known that all em- 
ployee candidates would be con- 
sidered before any outside appli- 
cant was hired. We didn’t look for 
outside applicants until the job had 


been posted long enough to give | 


all employees a chance. 

We have found that the job bid 
method is an excellent job search 
procedure. It is also one of the best 
developmental tools we have. In- 
stead of spending a lot of time and 
money looking outside, we found it 
highly profitable to “mine” the 
diamonds in our own back yard. # 
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by any other name .. .” 





to name a product 


Give a good product a bad name and it will fail. Give a bad product a good name 


and it will fail. But give a good product a good name and the name will further the 


yroduct’s success. Here are classic examples showing what makes a good name, what 
I 


makes a dud. Here's how to practice the science (and art) of product name calling. 


by J. Gordon Lippincott and Walter P. Margulies 


Ss Naming a product 
used to be fun. 

Everybody from the board chair- 
man down got into the act. Out of 
all the names suggested, about 10 
would be selected as finalists. Then, 
after great soul searching, the pres- 
ident would discard all the sugges- 
tions and pick the name suggested 
by his wife. This was apt to be 
something like “Bam” or “Bang,” 
and in the good old days of the 
fifties it would probably do pretty 
well for itself. 

Things aren't so simple anymore. 
The number of available names is 
Shrinking (some one-half million 
trade names are already registered; 
50 new applications are being re- 
ceived every day). At the same 
time, the importance of the name is 
increasing as products have become 
increasingly similar in function, in 
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ingredients, and even in their ad- 
vertising and promotion. In some 
cases, the product name is rapidly 
becoming the product's sole claim 
to identity, one of the tangible ele- 
ments on which the product image 
is built, and without which it could 
not exist. Change the advertising, 
change the distribution, change the 
packaging, change the promotion, 
change even the product itself, and 
you may have lost nothing but in- 
stead gained in sales appeal. But 
change the product name, and you 
are starting all over again. If Joy 
were called by another name, it 
might not cease to smell so sweet, 
but it would cease to be itself. 


Dilemma! 

And here’s the dilemma. Just as 
a good product name has become 
harder to find, and its importance 


much greater, the demand for it is 
increasing at an alarming rate. The 
rate of new product introduction is 
increasing rapidly. Some $5 billion 
will be invested in new product de- 
velopment over the next year. New 
products will account for 75% of all 
sales growth during the next three 
years—and yet, four out of five of 
them will fail. Many elements enter 
into the mix that produces success 
or failure, but one thing is certain: 
if the product is cursed with a bad 
name, failure is virtually unavoid- 
able. 

It is generally admitted, for ex- 
ample, that the failure of Spud ciga- 
rettes was almost wholly due to its 
unfortunate name, a word that in- 
variably conjured up images of vul- 
garity, cheapness and lack of taste. 
As for Edsel, it is doubtful whether 
the best of names could have saved 
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that product from disaster, but cer- 
tainly this particular name was of 
no help (see box page 50). 

No doubt about it, if Company X 
doesn’t come up with a good name 
for its indubitably good new prod- 
uct, it’s in for trouble. Barring the 
choice of Brand X, what’s the solu- 
tion? 

Now is the time to turn your back 
on the intuition, hunch, guess, and 
“brainstorm” variety of product 
namers. It is the time to institute a 
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Valiant, Falcon, 


professional, formalized method for 
finding a name. 

First of all, we need a clear un- 
derstanding of the intricacies of 
product names—what they can and 
cannot be expected to do in the 
market place, and also what makes 
a good name and what makes a 
bad name. 


The ‘‘ideal product name’”’ 
Increasingly rare, it is easier to 

define than to find the “ideal prod- 

uct name.” 

= It projects an enduring image of 

the product. 


s It also conforms and enhances 
the corporate image. 
=» It lends itself to both graphic 
and audio promotion. 
= It is memorable in and of itself. 
= It can be legally protected. 
= It justifies the high cost of com- 
munications which will be required 
to introduce it. 
# And, of course, it should be 
good for at least five years, prefer- 
ably ten, ideally a lifetime. 

How can Company X go about 
getting such a name? 


The corporate road 


One of the happiest solutions is 
at the same time the simplest—nam- 
ing the new product with the cor- 
porate name. 

This is the path followed by such 
firms as Kraft, Heinz, and Camp- 
bell’s. Each time a new product is 
brought out by one of these com- 
panies, it is simply called by its 
generic name (oyster soup, frozen 
asparagus soup, cheddar cheese, or 
mayonnaise) and promoted under 
the corporate name. 

The advantages are great: the 
company’s corporate image is con- 
tinually reinforced and _ refreshed; 
the new product is provided with a 
built-in consumer loyalty, worth 
thousands, sometimes millions of 
dollars in advance sales; all the 
headaches (and costs) of finding 








Comet, and Tempest each 


and promoting a new name are dis.) 
pensed with. 

That is why we say—if you have™ 
a corporate name that can be used) 
on a product, if that name is well 
known, and if you have any tradi- 
tion of using your corporate name) 
for product promotions, by all) 
means continue to do so. Yours is ay 
fortunate company. : 

But, alas, the use of the corporate! 
name is more often than not im 
practical. Some corporate names 
just won't do. Minnesota Mining) 
and Manufacturing Transparent) 
Tape, for instance, is hardly a good) 
substitute for Scotch Tape. 

Similarly, the tradition of many) 
industries, most notably the soap? 
business, makes a corporate prod-7 
uct name impractical when a cor-7 
poration makes = many © similar” 
brands. Can you imagine a Procter) 
& Gamble Powdered Detergent or! 
Soap Flake doing as well on the/ 
market as Tide or Rinso? 

Or particular conditions may) 
make it an unsound decision. Aj 
manufacturer such as Continental! 
Baking, maker of the mass distrib-7 
uted “Wonder Bread,” is undoubt-? 
edly wise in giving another spe- 
cialty product a different name, and} 
in keeping both products separate} 
from its corporate name. i 
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The product image 
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Most companies, then, are faced | 
with the problem of creating new} 
specific names. We have found that 7 
such names are more readily dis-| 
covered if the product image to} 
which they must conform is clearly | ; 
determined at the outset. 

Pepperidge Farm is a great name | 
for a bakery product; it would be | 
disastrous, not to say grotesque, for 
a detergent, a toothpaste or an auto- 
mobile. 

Pall Mall is nearly perfect for a 
cigarette; it would never do for a 
typewriter. 

The Rambler is a wonderful 
name for a car; it might fit a ciga- 
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conveys a fine image, but, alas, they are all the same image.” 


rette, or a lawn mower, but it is 
certainly unsuitable for a cosmetic 
product. 

All of which means that great 
names usually project sharp, clear 
images of their products. Obviously 
a program of image research has to 
be undertaken before the name 
selection process is started. 

A word of warning, however. 
Image research often falls prey to 
the omnipresent evil of modern 
marketing-me-tooness. Too many 
products look alike, function alike, 
are promoted alike. Everyone 
knows and quite often bemoans 
that sad fact. But did you realize 
that the same thing holds for names 
and the images they project? 
Valiant, Corvair, Falcon, Lark, 
Comet, Lancer and Tempest each 
conveys a fine image for a compact 
car, but, alas, they are all the same 
image. While it is true that the 
automobile companies are correct 
in all seeking to project ideas of 
movement and power, something 
beyond these concepts is needed for 
each brand in order to give it a 
unique and underlying quality—the 
essence of brand imagery and 
brand naming. 

To avoid this dilemma, image re- 
search for name selection has to be 
less pedestrian, more imaginative, 
more individualized. It must seek 
out individual, unique qualities that 
will suggest your product and your 
product alone. Often this is found 
by broadening the research to in- 
clude not only the image of the 
product itself, but of the company 
that makes it, the region where it 
is manufactured, and the market 
for which it is destined. 


Letters and legalisms 


Poets have always known it, but 
marketing men are just beginning 
to realize this fact—that some letters 
and some vowel and consonant 
combinations are superior to others. 
In fact, the skill with which various 
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kinds of sounds are put together 
may constitute the difference be- 
tween a success and failure in the 
name field. 

All this is part of the science 
called philology, a science which 
would be called into service in any 
good name selection program. 

Do you want a name with a musi- 
cal, singing quality, for example? 
Then concentrate on the “ing” 
words, such as “sing,” “spring,” and 
“zing.” 

Do you want soft sounds for a 
product? Sibilants, hissing sounds 
—s, ch, z, sh, zh, j—used together 
or in combination produce these. 
The b’s, t’s, d’s, and k’s, along with 
the vowel sound, i, are hard and 
abrupt; they command attention in 
a compelling fashion. 

Part of the success of names like 
Tide and Kodak, for instance, is 
undoubtedly due to the fact they 
use these hard sell consonants. 

Names and words, in fact, ex- 
press emotions and summon up 
images apart :rom and beyond their 
actual semantic meaning, which is 
perhaps what Gertrude Stein meant 
when she embarked on her historic 
argument with Shakespeare over 
the rose. A good name selection 
program, then, pays attention to 
this science, and screens out its 
prospective names for the impres- 
sions their sounds evoke. 

But even if a rose is a rose, it 
would not make a good name for a 
rose scented cosmetic, because the 
company that selected the name 
would not be able to protect it. 
The word “rose” refers to a generic 
quality of the product and there- 
fore can be used by any other prod- 
uct with the same generic quality. 
A soft drink named Bubble or a 
beer called Fizz would be impossi- 
ble to register or protect because 
words of this kind are actually 
generic names. 

This is only one of the many con- 
fusing and complex legal consider- 





You can’t call your 
product Brand X 


“‘Last fall,"’ say authors Lippin- 
cott and Margulies, ‘‘a spate of 
new products named Brand X, of 
all things, emerged. 

“These products gave humorous 
evidence of the tough job of nam- 
ing a product. 

“Brand X popcorn, Brand X 
window cleaner, and Brand X cig- 
arettes (‘For the man who is satis- 
fied with nothing less than second 
best’) all followed in the wake of 
a regional B and X whisky which 
claimed to be outselling its com- 
petitors four to one. As if this 
weren't enough, the makers of 
Brand X cigarettes announced an- 
other new product, a detergent 
called, simply, WON'T. 

“Were these names _ conceived 
as a joke? A promotion stunt? A 
deliberate one-shot venture? Per- 
haps they were all of these things 
but we suspect it’s more likely they 
were seriously created as a des- 
perate solution to a mounting 
crisis in marketing—the problem 
of finding new names for prod- 
ucts."’ 
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How not to name a product 


It was perhaps one of the biggest name hunts ever undertaken. 
The decision had been made to produce a new automobile; now, in 
1955, the search for its name began. 

A preliminary research study group came up with 2,000 possible 
names for this fabulous new product. 

The 2,000 hopeful names were market tested across the country. 
Top executives spent hours in darkened rooms gazing at several hun- 
dred semi-finalists presented on flip cards. Meanwhile, back at the ad 
agency, a team of experts was exposing another list of 18,000 names 
to depth research. 

To make sure no stone was left unturned, a prominent poetess was 
called into service. She was asked to find a name that conveyed a 
“visceral feeling of elegance, fleetingness, advanced features and 
design.’’ But no one knew what to do with the names that sprang 
from her fertile mind. Would the public understand such names as 
“Bullet Cloisonne,’’ ‘‘Mongoose Civique,'’ or ‘‘Andante Con Moto'’? 

By the spring of 1956, company executives were worried. The car 
was in production; dies were about to be cast. But where was the 
name to put on them? 

The ad agency was ordered to pare the name list of 10,000 to 10, 
within the week. With unparalleled efficiency, the agency did better 
than that; it emerged on ‘‘presentation day"’ with a final list of four. 

The chairman of the board tossed them all out with a flair and 
uttered a dreaded, but predictable, verdict: ‘‘l don't like any of 
them.’’ Why not, he asked, name the product after our revered former 
president? 

And so it was. Without benefit of research, testing, or even pre- 
liminary consideration, his decision carried the day. The Ford Motor 
Co. launched the Edsel in the summer of 1957. 

Two years later, it ceased production. Close to $350 million had 
been lost in the effort. Certainly the unfortunate, incredibly selected 
name did not cause the failure by itself; it merely helped to dig the 
grave. As a matter of fact, it was a good name—memorable, dis- 
tinguished, unique—but for some other car. It simply didn't ‘‘go"’ for 
this middle priced, middle class automobile. 

The bitter experience of this failure carries two indelible marketing 
morals: 

1. There is no point to extensive research if it is not going to be 
used. 

2. Just as clothes must suit the man, so must the name suit the 
product. 

These morals are cliches, perhaps, but neglecting them helped 
prepare the way for an historic product collapse. 
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ations that bear on the problem of | 


name selection. 
For example: 
Many of the best names are al- 


ready owned by somebody else. | 


Sometimes they can be purchased, 
as in the famous case where Time, 
Inc. bought the defunct magazine, 
Life, solely for its name. 

Often, however, names are not 
for sale at any price. 

In checking out 
names for one oil company, for 
example, we found that out of a 
possible 300, only seven were avail- 
able. These seven were among 
those least desirable, incidentally. 
And, we hasten to point out, it usu- 
ally won't do any good to con- 
sciously imitate a well known name, 
as the makers of Ravel perfume 


found out recently. Too close to 7 


Chanel for comfort, the judges de- 
cided. 

Once you have selected and 
copyrighted a name, you must also 
make sure that you protect it. Such 
famous names as aspirin and cello- 
phane are now in the public do- 
main, simply because their makers, 
Bayer and DuPont, failed to pro- 
tect their rights to them. 

Dont neglect the _ situation 
abroad, either, or vou will find 
yourselves in the position of the 
Union Carbide Co. which had to 
buy its own name EverReady when 
it wanted to manufacture flashlights 
in England, or the Chesebrough 
Co., which found that it had lost 
its rights to the name Vaseline in 
Europe—and never was able to re- 
gain them. 


Idea generation 


But all these considerations, im- 
portant as they are, still have not 
provided Company X with a name. 
Where will it come from? 


Fortunately, the possible sources | 
are many, and in most cases they § 


should all be used—once the limi- 
tations, the criteria, and the prob- 
lems are clearly set forth. 

There is the traditional company 


personnel poll for suggestions. Use | 
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as in other fields remains 


it by all means, even including the 
president's wife. 

There are also the dictionary, 
books of poetry, folklore, refer- 
ences, and regional Americana. 

Dont neglect other product 
names, remembering that you may 
be able to buy them. 

From all these seeds, a rich har- 
vest of potential names may be 
gathered. 

In the last few years, science has 
added another name idea source, 
which should be employed, if only 
as a check on human limitations. 
This is the computer, which, when 
given a group of letters to work on, 
will come up with every possible 
name using those letters. 

Of course, you must limit the 
computer's output; otherwise it will 
spout forth with an impossible 
number of words. There are over 
11 million five-letter combinations, 
for instance, which the machine 
will compose for vou unless you 
restrict its creativity. 

This is done by programming the 
directions (e.g. defining the patterns 
the letter combinations should fol- 
low). 

In a recent name finding project 
for a cereal company, for example, 
we asked the machine to think of 
names of four or five letters in 
length, using a selected group of 10 
letters in different patterns. After 
some noisv cogitation, it spewed 
forth exactly 8,756 names. Many, in 
fact most, of these were clearly im- 
possible: they were nonsense words 
like zzih or hzish. In short order 
we were able to reduce these to a 
manageable 400, and from these, 
using a preconceived set of criteria 
(product image profile, corporate 
equity, legal protection, audio- 
visual impact), we selected 25 “be- 
ginnings” toward a new name. 
Final selecting: the market test 

Using this process, painful and 
complex as it may be, Company X 
should be able to screen and sort 


out a workable number of names 
(usually about 10 or 15) which are 
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unpredictable 


ready to undergo the final examina- 
tion—consumer testing. 

The market testing of a name 
should be every bit as thorough as 
that of a package, a new product, 
or an advertising campaign. Natu- 
rally, its precise structure will be 
dictated by the nature of the par- 
ticular product, industry, and the 
company concerned; but in general 
it should seek to find out the 
imagery implied by each name, the 
degree to which it encourages pur- 
chase, and the degree to which each 
one expresses the exact quality of 
the product, plus, finally, the appeal 
of each one to the market it will 
seek to influence. 


The baby goes to market 


By now, Company X should be 
left with a clear winner, ready to be 
promoted, publicized, protected 
and put to work on the sales 
counter. 

Will it sell? Will it, indeed, be 
the great name the X management 
has been seeking? Will it, for in- 
stance, compare with Kodak or 
Tide or Thunderbird in its own in- 
dustry? Will it provide that extra 
attraction that not only sets the 
product off, but sets it off in a mem- 
orable way? 

This is something no one expert 
or group of experts or even a ma- 
chine can foretell, no more than the 
degree of success or failure of any 
new product can be foretold. 

Greatness in names, as in any 
other aspect of market creativity, 
remains unpredictable. 

What can be foretold with cer- 
tainty, however, is that a product 
name, selected by this method, will 
be a reasonable one, one that will 
not cause the failure of the new 
product, one that will support and 
bolster its progress in the market 
place. 

It may not be a Pall Mall, but it 
is guaranteed not to be a Spud. 

In the present frenetic arena of 
the new product battle that char- 
acterizes the market of the sixties, 
this is saying a good deal. « 
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You waste money if you hire creative people and don't give them the time or 


atmosphere to create. You might argue, “I cant lock them up in ivory towers. 


They have other jobs to handle.” Ivory towers aren't the answer. This article 


tells how one firm “mass produced’ ideas in volume, without taking creative 


people trom their daily tasks. 


mmm Theres a specific 
way you can generate ideas from 
your creative thinkers. The method 
has three immediate advantages. 

For one, you don't have to carve 
hours out of the normal business 
day to give creative men an island 
of free “thinking time.” For an- 
other, you don't have to isolate 
them in monks’ cells. Thirdly, you 
don’t have to indulge their particu- 
lar idiosyncracies. 
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The method is simple. It’s been 
operating for some time at P S P 
Engineering Co., a division of 
I M C Magnetics Corp.—with high 
results. 

Here’s how it is set up. 
=» PS P has a two-hour period after 
work set aside for meetings be- 
tween managers, project engineers 
and their superiors. 

» There are four definite taboos— 
what not to do in these sessions. 


# Finally, there’s a sound method 
for sparking originality and stimu- 
lating ideas. 

Now, examine the details of how 
P S P “mass produces” ideas. 


Problem and solution 
As PS P sees it, conformity is the 
enemy of creativity. 


The firm is in a highly demand-{ 


ing, highly competitive branch of 


industry—the production of sole-§ 
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————————————— 


creativity 


-noids and synchros for small com- 


ponents of crucial missile, nuclear, 
electronic and data _ processing 


} equipment. One of the company’s 
| biggest needs is technical creativity. 


“Let’s face it,” says a P S P 
spokesman, “conformity is  de- 
manded by society because it helps 
us get along with our fellow men. 
The trouble is that conformity 


/exerts strong pressures against in- 


| dividual creativity. These pressures 


| are built into most industrial organ- 


| izations, 


stressing adherence to 


| Standard operating procedures and 
| standard methods—and they’re pro- 
| ducing standard results. We had to 


] 


| break away from this ‘standard’ 
pattern.” 
Creative men work best when 


q 


they're not mired in the daily de- 
tails of a normal business routine. 
But P S P didn’t try to carve a 
chunk of “creative time” out of the 
business day. Instead, it set up a 
two-hour session after working 
hours. Management invited various 
project engineers and their supe- 
riors to this meeting. 

The company has never deter- 
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mined how often the group should 
meet. One of the creative aspects 
of the program is to leave all de- 
tails of its functioning up to the 
membership. At the end of each 
meeting, the members decide the 
time and subject of the next meet- 
ing. In the many months since its 
beginning, however, the group has 
not failed to meet once a week on 
this voluntary basis. 

In looking for ways to stimulate 
creativity, P S P has plenty of 
precedents to follow. 
= There is the Dearborn, Mich., 
mayor who ordered all department 
heads to shut themselves in their 
offices for a half-hour “think pe- 
riod” each morning, with no phone 
calls and no visitors. 

«» A New York ad agency, desiring 
escape from the familiar office at- 
mosphere, has been renting space 
in a nearby hotel for monthly brain- 
storming sessions. 

s One firm tried daily meetings in 
the steam room of the Buffalo Ath- 
letic Club. Explained one member: 
“You are not thrown off by con- 
sciousness of position or title. In 


the steam room, all 
one.” 

= But one executive put it on the 
line when he said, “The man who 
postpones meditative effort until 
he finds the ideal conditions is usu- 
ally just stalling or unwilling to 
face his problems squarely.” 

In the long run, P S P feels, the 
best solutions are probably those 
which make some concession to the 
need for special conditions, but 
which do not go to extremes. 
Its after-hours, voluntary sessions 
seem the best, commonsense ap- 
proach. 


men are as 


Four taboos 

P S P realizes that creativity de- 
pends on the group’s freedom to 
do or talk about anything it 
pleases. Discussions are not lim- 
ited to any specific areas of in- 
terest. To encourage random and 
fruitful discussion of unscheduled 
topics, the company established 
four “prohibitions” at the outset. 

1. Specific company problems 
are not to be discussed. All the 
groups time is to be saved for 


a3 





<a 





Here, in one of P S P's creativity sessions, project managers and engineers 
discuss a problem in electronics. Although the weekly meetings are voluntary, 
not one has been missed since the system began. 


creative thinking—about something 
new. 

2. Decisions on any subjects are 
not to be sought or considered. 
Leaving decisions to someone else 
saves the group’s time for original 
proposals. 

3. Design is not to be a con- 
cern. Since design is essentially the 
regular daily task of most of the 
participants, the meeting time is 
to be saved for supra-routine dis- 
cussion. 

4. No negative criticism is to 
be admitted unless followed by 
positive alternatives. Time is not 
to be wasted tearing apart, when 
the real goal is a creative “putting 
together.” 

With the taboos clearly estab- 
lished, the positive objectives of 
P S P’s “idea production” system 
are easier to state. 


Five ‘‘stimulators”’ 

No one can do any real creative 
thinking when he’s told to “sit down 
and create!” But the case books 
are full of men who have gotten 
their best ideas while taking a 
shower, making a bookcase or mow- 
ing the lawn. That’s because they 
are doing some undemanding, 
physical job which requires no 
mental supervision. The creative 
part of their mind is free and un- 
encumbered. 

There's a_ paralyzing  self-con- 
sciousness that assails the best of 
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us when we sit down expressly to 
the task of creating. It’s impossible 
to turn on some kind of productive 
enzyme when someone calls a 
meeting to order—even if it’s done 
in the most informal, disarming 
Way. 

For example, Alfred North 
Whitehead once said that even with 
his scientist friends, he did not ex- 
pect perceptive insights in the 
first few minutes of conversation. 
“People should be allowed to talk 
commonplaces,” he said, “until they 
have got the temperature of the 
room.” 

P S P set up five rules for its 
creative sessions. These rules are 
designed to spur creativity—natur- 
ally and logically. 

1. “Stimulate creativity in other 
members of the group. Forget about 
producing original thoughts of your 
own.” 

Here's why this is a sound psy- 
chological move. It focuses each 
participant’s attention on a less di- 
rect—and relatively less demanding 
—assignment. His first job is di- 
rected outward toward other mem- 
bers of the group, instead of inward 
toward himself. 

Here’s how it works. One man 
starts exploring the creative poten- 
tial of one of his colleagues by toss- 
ing questions at him. This second 
man tosses questions at someone 
else. Sooner or later, somebody is 
questioning the first man. 





This leads directly to the secona 
responsibility put upon each mem- 
ber. é 

2. “Keep your mind open so that | 
you can be stimulated by the con- | 
tributions of fellow members.” ; 

It might seem slightly idealistic | 
to say that you can tell a man to/ 
keep his mind open. But it follows 
a practical principle: first to stimu- 
late, then to be stimulated. This is 
a natural, unforced, unselfconscious | 
way to generate the creative proc- | 
ess. P S P finds that it works. ‘ 

3. “There are no limits as to the 
kind of subject that can be dis- 
cussed.” So long as the discussion 
topic meets with the approval of 
the group, P S P wants the men to 
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feel tree to “wander” into any area, | 

4. “Creative ideas that come | 
from these sessions are to be imple- 
mented through regular channels in 
the company.” ‘.he men are told 
not to be concerned with how an 
idea, new process or method might | 
be carried out; they are told to ™ 


think of what could be done. One 7 


session, for example, was spent on 
brainstorming suggestions for new 
and unusual applications for sole- 7 
noids. A list of over 100 possible 
new uses was compiled. It went to 
the sales department, where each 
idea was explored for marketabil- 
ity. Other discussions have cen- 
tered on cost information, uses and 
abuses of computers, unusual man- 
ufacturing processes and new and 
highly technical theories of all 
kinds. 

5. “Although managers are pres- 
ent, they hold no special status 
within the group.” With everyone 
equal, P § P thinks no one should 
feel reluctant to throw out an idea, 
even if it seems farfetched. Then, 
too, these meeting are held outside 
of the normal company organiza- 
tional structure as well as, strictly | 
speaking, outside of company 
working hours. 


Has the method worked? 

Here are a few reactions from 
the members of P S P’s creative 
group. 

Says one: “I have gained new in- 

continued on page 96 
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from a sea of applications 


Last month, Management Methods reported on an offbeat hiring method 


that produced phenomenal results. Here’s another unique approach to hir- 


ing that netted eight top flight managers from 1,200 applicants in just six 


weeks. You can use this method to sharpen—and to speed up—your recruiting. 


Ryder Truck 
Rental needed eight top flight 
branch managers—fast. It ran a dis- 
play recruitment ad in a New York 
paper. Two short weeks later, the 
firm had a sea of 1,200 applications. 

In just four weeks, Ryder Truck 
Rental had trimmed that 1,200 
down to 33 highly qualified appli- 
cants. 

Then, in just three days, the com- 
pany tapped the eight men who 
were the cream of the 33 finalists. 

How did Ryder Truck Rental 
pluck the eight best managers from 
1,200 applicants in so short a time? 
The key lay in a unique selection 
method. 

Practically any company can 
adapt the method to achieve similar 
results. 

Problem 

Ryder Truck Rental (a division of 
Ryder System, Inc.) needed branch 
managers badly. The company had 
newly developed locations with no 
one to manage them. Several 
branch managers were marked for 
promotion to district managerships. 
Men to plug these holes were 
needed fast. 

Toward the end of February last 
vear, A. A. Rosewall, president of 
Ryder Truck Rental, said he wanted 
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the right men by April 1. That left 
about six weeks in which to initiate 
and complete a recruiting cam- 
paign. 

To help with this “crash” assign- 
ment, Howard A. Long and Associ- 
ates, a Miami executive recruiting 
firm, was called in. The recruiting 
firm placed an ad in the Wall Street 
Journal, stating, “National—multi- 
corporate—crash program to meet 
acute shortage of trained execu- 
tives for mushrooming $100 million 
service industry.” The ad included 
the job requirements, “ . to take 
over full responsibility for sales, 
administration and operation for 
any $300,000-$500,000 service busi- 
ness if given 60 days intensified 
orientation.” 

Results were more than gratify- 
ing; 1,200 applications poured in. 
The problem was how to wade 
through this many applications in 
just four weeks, and still get the 
cream of the crop. 


Solution 

Long and Associates came up 
with a grading system designed to 
skim off the top 10% of the appli- 
cants. 

The system was based on the pro- 
file of the ideal branch manager. 

Says Long, “Working closely with 


Ryder management, we discovered 
that the best branch managers pos- 
sessed four basic qualities. We de- 
cided the best candidates would 
have to have—to some degree—each 
of these qualities: 

“First, specific management or 
supervisory experience. In _ other 
words, he had to have been a boss. 

“Next, accounting or statistical 
exposure or comprehension. These 
guys deal with numbers and must 
have facility for analyzing financial 
data. 

“Third, demonstrated sales abil- 
ity. 

“And, fourth, mechanical com- 
prehension.” 

Point values were assigned for 
training and demonstrated ability 
in each of these areas. The highest 
possible score was 117. Information 
on the applications was scored 
against the profile of the successful 
branch manager. All those who 
scored less than 100 were elimi- 
nated. This quickly cut the field 
from 1,200 to 116 candidates. 
Results 

There was an eleventh hour flurry 
of followup letters, telegrams and 
phone calls. The 116 contenders 
were sent detailed job specifica- 
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tions, and were quizzed for missing 
information. 

They were asked to state their 
net worth . . . whether they had 
any knowledge of motor vehicles 

. if they would be willing to re- 
locate anywhere . . . whether they 
would pay their own travel ex- 
penses to Miami to spend three 
days in the final interviewing 
process. 

Thirty-three candidates took the 
gamble, with the understanding 
that only those who were hired 
would be reimbursed for travel fare. 

The 33 finalists ranged in age 
from 28 to 44. They came to Miami 
from Canada and 17 states—from 
Oregon and Massachusetts, from 
Texas and Michigan. 

Ryder’s “Management Selection 
Seminar” began with a seven o'clock 
breakfast on April 1. Then the can- 
didates were off on a tightly sched- 
uled agenda—psychological _ tests, 
talks by Ryder executives and tours 
of Ryder Truck Rental’s facilities. 

At the end of the second day, 18 
prospects were given appointments 
for personal interviews. These in- 
terviews were the final hurdle. 

By the afternoon of the third day, 
Ryder Truck Rental had eight new 
top flight branch managers. 


Training 

Ryder’s new managers still had to 
be trained. Here’s why. 

In an average day, a branch man- 
ager may have to analyze the trans- 
portation problems of a prospective 
customer and prepare specifications 
for the type of equipment required; 
settle a dispute between a shop 
foreman and a mechanic; decide 
whether a truck engine should be 
overhauled or replaced; prepare a 
financial report for district head- 
quarters; check his parts in inven- 
tory and even administer eye tests 
to a group of drivers. 

Let’s follow one new manager 
through the training period. He's 
40 year old George Neice, a former 
Navy commander who gave up a 
job as sales manager for a manufac- 
turing firm to join Ryder. 

During the training period, Neice 
shared an apartment with another 
trainee, but spent little time in it. 
Training sessions sometimes ran 18 
hours a day, occasionally seven 
days a week. 
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Ryder’s 33 final candidates, selected from a sea of 1,200 
applications, met for a morning tour of Ryder’s facilities. 


After this luncheon, some of the 33 finalists were weeded 
out. After two days, the list had been cut to 18 men. 








With two Ryder executives, the eight new managers were 
shown one of the model shops at the Miami base. 
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George Neice, one of the eight new men, received in- 
struction in every phase of a truck rental operation. 








. re 


Here Neice was taught how to make a quick and accurate 
inventory check, soon to be a key part of his new job. 





Run through on a “‘crash" training schedule, each man had 
to use his spare time to study manuals and gather notes. 
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Some mornings Neice reported 
for work in dungarees, ready for in- 
struction in truck washing, engine 
tuning, battery testing and other 
mechanical details. 

On other days, he donned a busi- 
ness suit and made the rounds with 
a salesman, learning how to engi- 
neer a transportation system for a 
customer. Time was spent with ac- 
countants, office managers, shop 
foremen, safety supervisors and 
Miami district manager Richard 
Clark who filled in the blanks on 
organizational and administrative 
matters. 

At night, Neice made notes on 
his daytime activities and studied 
manuals. 

Training paid off for this new 
branch manager. Within six weeks 
after taking over his first assign- 
ment Neice had already developed 
$100,000 in new business. Less than 
10 months later, Neice was pro- 
moted to a district managership at 
Birmingham, Ala., one of Ryder’s 
largest operations in the country. 


Summary 


Ryder knew what made a good 
branch manager. It had many of 
them. The best candidates were se- 
lected quickly by measuring them 
against the profiles of Ryder’s suc- 
cessful managers. Ryder didn’t stop 
with selection. It knew the eight 
new managers had the potential to 
become top branch managers. To 
make sure they delivered, Ryder 
followed through with an intensi- 
fied training course. 

Chances are you can adapt these 
methods to speed up your hiring 
process, make it more accurate and 
to make sure new men really come 
through. = 





57 








Part 


of a five-part series 


Deeper concentration will increase your reading speed and comprehension. The 


extra time saved will be well worth the extra effort you invest. But how can you 


concentrate thoroughly on dull, factual reading that makes up so much of a 


manager s reading diet? The answer is provided in the five steps of this article. 


One of the fastest 
Ways to increase your reading 
speed and comprehension is_ to 
strengthen your ability to concen- 
trate. 

You can strengthen and lengthen 
concentration by exercising this 
ability with a few basic guides. 

Stretching your ability to concen- 
trate will, of course, help you in 
many ways other than reading. 

In one sense, your value as an 
executive is measured directly by 
your ability to concentrate. 

Experiments show that few peo- 
ple—even top salaried executives— 
really know how to concentrate. 
Yet lack of this ability wastes tre- 
mendous amounts of time. It de- 
tracts from your effectiveness in 
interviews or in thinking through 
complex problems, for example. 

And without the ability to con- 
centrate you can't get full value 
from your reading. 

Here is the problem: 

Your mind has the ability to race 
ahead to ideas faster than you can 
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absorb ideas through reading. Con- 
sequently, while you are reading, 
some part of your mind may be 
left free to wander to other things. 
If you allow your mind to wander 
to an idea that is stronger than the 
ideas coming in through your eyes, 
you may become almost totally dis- 
tracted. 

How often have you had the ex- 
asperating experience of reading a 
mass of material, suddenly “waking 
up” to the fact that you have 
merely been reading words while 
your mind contemplated some other 
problem or wandered back to the 
trout stream on your last vacation? 
You are conscious of having read 
the material, but nothing has regis- 
tered. 

The reason, of course, is lack of 
concentration. 

Distracting surroundings, a clut- 
tered mind, lack of personal in- 
volvement, and a shortage of self- 
discipline are some of the reasons 
for poor concentration. The nature 
of your job as an executive prob- 


ably complicates the problem fur- 
ther. 

= Every manager must deal with 
the interruptions of the telephone, 
personnel problems, and a parade 
of small and large emergencies that 
must be handled on a spot basis. 

= Every manager has a_ mind 
crammed full of unsolved problems 
that are constantly competing for 
his attention. 


= Every manager must read a cer- 
tain amount of material that can be 
described only as dull. It may be 
so dull, in fact, that he subcon- 
sciously anticipates and hopes for 
interruptions. 

In the earlier articles in this 
series, various Ways to increase 
reading speed and comprehension 
have been described—methods like 
phrase reading, columnar reading, 
reading pace, and pre-reading. 

But just the practice of better 
concentration will help you to in- 
crease your reading speed. 

There are proven ways to deepen 
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by The Reading Laboratory, Inc. 





your concentration. Some are so 
simple as to be commonly over- 
looked. Let’s review five of the con- 
centration steps that will help you 
double or triple your reading speed 
and comprehension. 


1. Create a good reading environ- 
ment. 


# Eye fatigue and visual strain 
can account for a large part of dis- 
traction. It’s old hat to say this, but 
good light is necessary for good 
reading—preferably a double light 
source to wash out glare. 

Don’t get too comfortable when 
you read. Try for a compromise be- 
tween relaxation and tension. A 
little tenseness helps you stay alert. 

As much as your schedule allows, 
try to make your reading time and 
place habitual. You will begin to 
associate the time and location with 
concentrated reading efforts. 

2. Eliminate reading distractions. 

# You can't possibly get rid of all 
those problems that plague your 
mind, but you can dispel some of 
them, and seal off the others in 
order to permit yourself to read 
with thorough concentration. 

Simple problems can often be 
taken care of with a phone call or 
letter before you attempt an im- 
portant session of reading. With 
good organization of your work, 
you can remove the clutter of de- 
tails from your mind. 

Bigger problems that can’t be 
solved immediately can at least be 
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consciously laid aside, by deliber- 
ately postponing them and _plan- 
ning to deal with them later. 

If you have done these things and 


still have trouble concentrating, 
then you are probably allowing 
yourself to be a passive reader. 
Boredom or passive reading is gen- 
erally caused by a lack of involve- 
ment. It means you haven't applied 
enough self discipline. 

If you are at the track and have 
no interest in the race, then you 
will, of course, be bored. On the 
other hand, if you have $20 riding 
on Number Four in the first, then 
the race is over before vou know it 
(except that Number Four is still 
trying to find the finish line). 

The same thing applies to read- 
ing. If you are interested in the 
race, or what the author is trying 
to say as well as how he is trying 
to say it, your reading speed and 
comprehension will be stimulated. 
But this requires reading with a 
purpose. If you don't have purpose 
you are wasting your time. 

No one can offer you a technique 
to suddenly make dull reading 
exciting. But the following two 
sections give you suggested ways to 
sharpen your concentration and 
comprehension of “must” reading, 
even when it is dull. 

3. Ask questions before you read. 
=» No matter how fast you read, 
you will not always get enough 
from the printed page to occupy 
your mind fully. Some of your 


thinking capacity may be left free 
to drift to other things. But there 
are ways to re-direct your leftover 
attention to the material. 

One of the best ways is to ask 
yourself questions—both before you 
read and while you are reading. 

After you have pre-read the ma- 
terial, set up questions. 

What is the author's main thesis? 

Why is he writing the article? 

Does he have an ulterior motive? 

What conclusions does he want 
the reader to draw? 

Is his argument well developed? 

What points did he miss? 

As you read the article thor- 
oughly, turn the topic sentence 
(generally the first) of each para- 
graph into a question. Look for the 
answer in the paragraph. For ex- 
ample: 

Keeping pace with technology 
is the responsibility of all man- 
agers, technical and non-techni- 
cal alike. 

(Ask yourself—Why both?) 

This doesn’t mean that now 
technical must go 
back to school for engineering 
degrees. It does mean that in 
order to keep his firm up-to- 
date, the manager must learn 
what kind of information to 
demand from those who are 
trained to supply it. He must 
have the ability to evaluate, 
make judgments, and act. 


managers 


By creating these questions in 
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Only Roytype has the famous Park Avenue 
Silk, the typewriter ribbon that grows 


old without growing gray. Plus over 1000 other 
different kinds of ribbons for every typewriter and tabulator. 


The fact is, the Roytype Park Avenue Silk is the best ribbon 
you can buy today. Here’s why: it has far more strength than 
cotton ribbons, far more ink-holding ability than the nylon ones. 
Costs more, too—but you end up saving because it lasts. 


And it’s just one of the over-a-thousand different quality 
ribbons we can offer. We’ve got them to fit every typewriter 
and tabulator made—and any budget, too. Even one that 
you can insert without a single smudge on your hands... the 
exclusive Royal Twin-Pak. 

Which ones are best for you? Your Roytype representative can 
help you choose exactly the right one—and the right anything 
else, too. He’s got a full stock of office supplies and a whole lot 
of knowledge. Call him. He’ll be there next to immediately. 


A complete line of business supplies... expert help ROYTYPE ® 
...and the fastest service, too. 
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Gentlemen: Please have our Mr. Roytype help us select the proper 
ribbon for our needs. . . and bring a free sample of new Creamee 
Hand Cleaner. 
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your mind as you read, you expand 
your interest in the material, and 
thus increase your ability to be- 
come totally absorbed in it. 


4. Anticipate as you read. 

=» You can nip distraction in the 
bud by making it a habit to antici- 
pate the writer as you read. This is 
one of the best ways to re-invest 
left over mind power in what you 
are reading. 

Anticipate what points the author 
is going to make. 

Weigh his effectiveness in lead- 
ing up to them. 

Try to stay one step ahead of the 
writer. 

You will find that this practice 
keeps you busy and allows little 
room for distraction. 

Because you are questioning and 
anticipating the author's thought, 


| you will be able to grasp and deal 
| with the entire organization of his 


facts and ideas. 

But this means breaking the 
habit of passive reading. It means 
becoming almost as active in read- 
ing as the author has been in writ- 
ing. It means cooperating with the 
writer by thinking with him. 

Words on a printed page are 


| merely symbolic tokens of an au- 


thor’s thoughts. Get the meaning 
behind the words. Be an active 
reader. Read with a purpose, form 
questions, and anticipate. 

5. Learn to make summaries 


| in your mind. 





» Summary making, written or 
simply “in your mind,” has many 
purposes. 

It improves your comprehension. 
When you make a good summary 
of a letter or an article, you are 
forced to understand it thoroughly. 
You gain a more thorough sense of 
the organization, the skeleton, of 
the material. You learn to recognize 


| the main ideas and their relation to 


one another. 

It helps you absorb important 
points. Having done all of this, 
summary making will help pick out 
what is important to remember and 
what you may safely discard. Thus 
you retain the significant part of the 
selection and leave your mind un- 
cluttered by the unnecessary. 

It helps you remember more 
easily. Because you have absorbed 
only the important points, and be- 
cause you have a thorough under- 
standing of the organization of the 
selection, the ideas worth remem- 
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Remarkable new Accogrip 


This is an instant binder. It secures your papers yet you 
don’t have to punch holes. 





Secures as it organizes 

Accogrip is a spillproof desk organizer. Lets you quickly 
put away any papers you work with. Yet keeps them 
readily accessible at your desk or work table. Holds one 


dd 
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sheet or hundreds (up to %” capacity). Ideal for _let- 
ters, bills, memos, photos, reports, records, catalogs, 
blueprints, job sheets, legal or accounting papers—any 
size sheet. 





8 ia 
Grips papers instantly 
Opens and closes at a touch of the finger. Keeps papers 
instantly on tap. Grips without marring. 


Which style for you? 


Letter, legal or special sizes. Clamp positioned side or 
top. Genuine pressboard in a range of colors. At your 
stationer’s now. 


ACCOGRIP 


ACCO PUNCHLESS BINDER 


ACCO PRODUCTS A Division of Natser Corporation, Ogdensburg, N.Y. @ In Canada: Acco Canadian Co., Ltd., Toronto 
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build your plant 

at St. Petersburg 
in the fast-growing 
southeast coastal 6 


Capitalize on St. Petersburg’s 
progress and lower living costs. 
Select a site in the new, pre-planned, 
100-acre Joe’s Creek Industrial 

Park, and benefit from: 


@ Paved roads 

@ City water, natural gas, electricity 
e@ Drainage and sanitary sewerage 
@ Rail and highway facilities 

@ Reasonable taxes 


planned Florida industrial district 


For details on this or other good 
sites in the Southeast Coastal 6, write, 
wire or call. Inquiries held 
confidential. 


Direct inquiries to: 

R. P. Jobb 

Assistant Vice-President 
Department M-21 

Atlantic Coast Line Railroad 
Jacksonville, Florida 


47TH. AVE. 





ATLANTIC 


COAST LINE 


RAILROAD 
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bering will remain vividly and last- 
ingly in your mind. 

It saves time. While the initial 
reading may take slightly longer, 
your gains in comprehension and 
retention eliminate any necessity to 
re-read the article. You have deep- 
ened your background of knowl- 


edge on the subject so that the next 5 


selection you read will come faster 
and easier to you. 

The most efficient method of sum- 
marizing an article or book chapter 
is to work by paragraphs. State in 
your own words the main point of 
each paragraph (usually contained 
in the first, or topic, sentence), 
Make sure your summary sentence 
is neither too broad nor too narrow. 
Once you have listed main ideas, 
you can note the necessary con- 
necting ideas between them. Omit 
anything which is not definitely 
relevant to these main points. 

When you have reached the last 
paragraph (in which the author 
usually summarizes or re-states his 
thesis) you will have a brief—and 
complete—summary of the main 
ideas. 

It is important to re-state these 
points in your own words (instead 
of noting down a few important 
terms here and there). By re-stating 
the main points you make sure you 
have fully understood them. 

By constant practice—summariz- 
ing whenever vou read an article 
or letter which pre-reading tells 
you is important—you will find that 
picking out the main ideas becomes 
a natura! and easy process, auto- 
matic and unconscious. 

By controlling your reading en- 
vironment, by taking positive action 
to clear your mind of distractions, 
by becoming involved with your 
reading by questioning, anticipat- 
ing and summarizing, you will be 
able to improve concentration 
markedly. = 





A 64-page do-it-yourself 
book, which tells you the how, 
what and why of reading im- 
provement with self gauge to 
determine your reading rate, 
is available for $2 from De- 
velopmental Research Institute 
{an affiliate of The Reading 
Laboratory, Inc.), Order De- 
partmeni, 500 Fifth Ave., New 
York 36. 
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MONROBOT XI Another Achievement from Monroe 





FROM NOW ON, e/ectronic computers 
will all be judged by this one. The 
MONROBOT XI /s 2n a//-purpose 
electronic computer priced and sized 
for the moderate-size business unit. 
MONROE has ingeniously compacted 
all the functions of the super-giant 
computer into a desk-size solid state 
machine any typist can operate. 
Despite appearances, this js no 
miracle, though that may be disputed 
by elated businessmen for whom 
electronic data processors had always 
been far too big or too costly. And to 
those already initiated, it brings the 
widely expanded benefits of decen- 
tralized electronic data processing. 
Astonishing how /ittle Monrobot X/ 


costs and how fast it wi// pay you back. 
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oui ter CALCULATING 
| Me i ADDING « ACCOUNTING 
A DIVISION OF LITTON INDUSTRIES DATA PROCESSING MACHINES 





Monroe Calculating Machine Company, Inc. Sales and service in principal cities everywhere. General offices, Orange, N. J. 
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Manager asks expert 


by Dr. Robert N. McMurry 


HOW DO YOU GET RID OF A 
COUNTRY CLUB ATMOSPHERE? 


Question: As long as people get 
their work in on time and get their 
jobs done to the best of their abil- 
ities, I don’t much care what they 
do with the rest of their time. This 
has been my attitude all along, and 
my people know it. I'm aware of 
the fact that many people use tele- 
phones for personal calls, and I’m 
sure that people spend some of 
their time writing personal letters 
and just plain talking. The trouble 
is that this attitude has spread so 
widely that it’s gotten out of hand. 
Work has slipped a_ little—not 
enough to be harmful, but enough 
to be noticeable. Now Im _ con- 
cerned about what to do. I don't 
want to be a bully. I know I can't 
suddenly reverse an unwritten pol- 
icy that has been in effect for 10 
or 15 years. Yet I’ve got to cut down 
on this “country club” atmosphere. 
How can I do it? 


Answer:Call your people together 
and explain your problem to them 
exactly as you have explained it to 
me. Fair is fair and it sounds to me 
as if you have a sufficiently good 
relationship with the group to have 
them respond well to a warning. 
Be sure to emphasize that you don't 
want to have to crack down on 
them by stopping these privileges, 
but that unless they get their work 
done you will. 

If anyone continues to abuse 
privileges, take definite action; tie 
up that privilege for that em- 
ployee with so much red tape that 
he will cease to abuse it. For ex- 
ample, make him keep a log of all 
his telephone calls. Then everyone 
will know that you really mean 
business and act accordingly. 
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The executives who get into 
trouble in maintaining discipline 
fall into three general classes: (1) 
those who are so afraid of losing 
their employees’ goodwill that they 
always let them get away with mur- 
der; (2) those who are such sadists 
that they jump all over their em- 
ployees if they spend a half-second 
longer than necessary at the water 
cooler; and (3) those who warn and 
warn but haven't the guts to do 
anything. Give your employees one 
clear and fair warning of what is 
coming and then act. 


WHY AREN'T EMPLOYEES MORE 
APPRECIATIVE OF GENEROSITY 


Question: My employees seem to- 
tally unaware of the fringe benefits 
our firm gives. They lack apprecia- 
tion. 

I began with this company 25 
years ago as a clerk. I’ve worked 
my way up to the presidency. In 
the old days, raises and promotions 
were few and far between. When 
a raise came, it was small, but the 
recipient was usually very appre- 
ciative. Fringe benefits were almost 
unheard of, but when the firm 
bought medical insurance for the 
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the 
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Dr. Robert N. McMurry is a manage- 
ment consultant and psychologist with 
25 years of experience in solving busi- 
ness problems concerning people. His 
new book, McMurry’s Management 
Clinic (Simon and Schuster, 1960, 
$4.95), contains solutions to scores of 
common “people problems.” 
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‘‘We find that HURON COPY- 
ro} Jus OS OMT RUcRUT Molt ole pacts (me) mele) tebe 
in our stenographic department. At 
its new low price, HURON COPY- 
SETTE costs us less than carbon 
paper and second sheets bought sep- 
arately and it saves typing time! 
Because HURON COPYSETTE is 
a ready-to-type correspondence 
unit, our typists no longer lose valu- 
able time collating and jogging sec- 
ond sheets and loose carbon. 


Do as I did when I first read about 
HURON COPYSETTE in this 
magazine. Write them 

for free samples and 

their interesting 

brochure.” 


* PATENTED 
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MANIFOLD CARBON PAPER SETS 
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employees, it was exciting. Most 
of us felt, and said, that it was a 
noble thing to do. 

Nowadays it’s vastly different. 
Despite our generous fringe bene- 
fits, all I hear are gripes and com- 
plaints. Give a man a raise and he 
acts as if he had it coming. It’s 
almost as if he’s saying, “Well, it’s 
about time.” I don’t mind saying 
that this kind of discourtesy dis- 
turbs me very much. What's hap- 
pening to people today? Isn’t there 
any such thing any more as old- 
fashioned appreciation? 





Answer: Twenty-five years ago 
when you were just starting out as 
a clerk, this country was in the 
midst of the severest depression in 
its history. It is scarcely fair to com- 
pare what happened then with 
what is happening today. To make 
an equivalent “noble gesture” to 
your employees today you would 
probably have to guarantee pay- 
ment of all of their medical and 
dental bills for life! 

Moreover, the employee who acts 
as if his raise is overdue may ac- 
tually be quite right. Wage and 
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10 New Floor Models for ’61 


For 1961, Thomas Collators announce engineering and 
design advancements for their new line of 8, 10, 16, 20 
and 32-sheet floor models that help surpass their own 
outstanding record of achievement. New developments 


that permit greater operational efficiency . . 
versatility . . . speedier set-up time . 
to working mechanisms 

. . more, much more! Spend the moment it takes to get 
the full story on how you can cut the high cost of gathering 
duplicated sheets into sets, improve morale, and effect 
considerable savings—Simply write: 
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salary rates are all relative one to 
another and their general trend 
has certainly been up. It sounds to 
me as if your basic rates may be 
below those of other firms in your 
area. And fancy fringe benefits can 
never fully make up for lower cash 
pay—money the employee may 
spend as he sees fit. 

On the other hand, I must agree 
that people do seem to take things 
like raises and fringe benefits much 
more for granted these days—prob- 
ably because they have become 
matters of stated policy rather than 
being left to the superior’s discre- 
tion. 

While I approve of the switch- 
over to established personnel poli- 
cies, I too mourn the passage of the 
appreciative “thank you” as but one 
example of the general demise of 
good manners. 

Still, if you really want to hear 
the ring of true surprise and grati- 
tude in your employees’ comments, 
try giving them some unsolicited 
praise when they do a good job. 
This is one “fringe benefit” which 
is rarely given. It costs nothing yet 
it is always welcomed. 


WHAT DO YOU DO WITH A 
BEATNIK RESEARCH DIRECTOR? 


Question: I’ve read over and over 
that creative people have to be 
given their head. But where do you 
draw the line? 

Our research director, who is a 
pretty bright guy, grew a_ beard 
about six months ago. More and 
more frequently, he’s coming to the 
office in sport shirts. But here’s what 
prompted me to write you. I’ve 
heard that he now wants to put a 
couple of parakeets in his office. 
Creativity and individualism may 
go hand in hand, but I think this is 
going too far. Do you? 


Answer: If your research director's 
parakeets inspired him to develop 
some revolutionary new technique 
or product would you still give him 
the bird about them? Or would you 
go out and buy him six more? 
Certainly his personal behavior 
is unconventional. Although your 
question does not make this clear, 
it is to be hoped that his thinking 
is equally and creatively unconven- 
tional. That is why you pay him 
such a pretty penny—to come up 
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Slow, costly, manual methods for writing repetitive business 
data are still used by many companies. Basic information that 
is written over and over... on all kinds of forms and records. 
Yet many alert businesses have learned that Addressograph 


Methods can do this job automatically, accurately, speedily, 


Expensive lesson = *uts"=#: 


On payroll processing, for example, at least 67% of the 
writing job is repetitive. In shipping, too, identical information 
for must be written many times to handle a single customer's 
needs. In these and many other areas Addressograph 
Methods can automate and simplify repetitive 


b 2 writing jobs. 
uSI n ess me n To find out how Addressograph Methods can 


serve your business, contact your nearest 
Addressograph office. Or write Addressograph- 


to lea rn Multigraph Corporation, Cleveland 17, Ohio. 


Addressagraph-Multigraph 
SERVING SMALL BUSINESS ¢ BIG BUSINESS ¢ EVERY BUSINESS 


© 1961 A-M Corporation *Trade-Mark 
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with daringly new and different 
ideas. 

If he is not likely to make any 
real contribution, then there is no 
reason to put up with his bizarre 
behavior. Growing a beard, wear- 
ing sport shirts and keeping a brace 
of parakeets won't, in themselves, 
endow him with productively cre- 
ative talents. So the first question 
is: is he really a good research di- 
rector? If you can't tell for sure, 
why not let Arthur D. Little, the 
Batelle Institute or some similar or- 
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ganization give you a hand with the 
appraisal of your research pro- 
gram? 

If he is a good man, then there 
is only one limit on what the com- 
pany should put up with from him. 
It is finally reached when his idio- 
syncracies are so damaging to the 
productivity or morale of the or- 
ganization that they clearly out- 
weigh the advantages of his unusual 
services, 

But in most cases this limit need 
never be reached. There are subtle 


A machine that labels up to 
16,000 printed pieces per hour? 


.».and handles a wide range of sizes and thicknesses too? 

Yes, the Cheshire Model E! This remarkable machine automati- 
cally applies labels to all types of printed pieces at cost-cutting 
high speeds. Requires only simple adjustments to handle 


smaller postcards and envelopes... 


middle-sized pamphlets 


and brochures... or larger magazines, catalogs and quarter- 
fold tabloids. Applies wide-strip, narrow-strip, continuous pack 
form, cut or individual labels. Easy to operate, too! 


CHESHIRE 


INCORPORATED 





The Cheshire Model E. 


Write for 
descriptive brochure. 





Dept. MM-2, 1644 N. Honore Street, Chicago 22, Illinois 


(Circle number 110 for more information) 
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ways of handling odd-ball geniuses 
which will keep their behavior well 
within acceptable bounds. Essen- 
tially what is needed is a nursemaid 
—someone skilled in the gentle art 
of hidden persuasion and dissua- 
sion. The nursemaid’s job is to nip 
problem behavior in the bud. 

The game goes something like 
this: 





1. He grows a beard? The nurse- 
maid comments on how much 
handsomer he was without it—so 
much more clean-cut and deter- 
mined looking. Result: he shaves, 

2. He wears a sport shirt? The 
nursemaid asks if he is golfing that 
afternoon, explaining “There was 
something I wanted to see you 
about and I hadn't realized you 
weren't planning to be in for the 
whole day.” In the ensuing discus- 
sion the thought is added that his 
regular shirts are much more be- 
coming—particularly since he has 
such good taste in selecting his ties! 
Result: he spruces up. 

3. He talks of parakeets? The 
nursemaid says, “Who will take 
care of them over the weekends? 
Parakeets are such sociable birds 
that they'll die of loneliness with 
no one to keep them company, 
Wouldn't it be better for the birds 
and more fun for you to have them 
at home? Then you could really 
take the time to teach them to talk.” 
Result: the birds are at home. 





































The plays and gambits of the 
game are innumerable but they are! 
all based on indirection and avoid- 
ance of the real issue. 

All executives, including prima 
donnas, thrive on this type of spe- 
cial attention and they never quite 
seem to realize what is happening 
to them. Your wife and secretary 
have probably been playing the 
same game with you for years—and 
you ve loved it. 

So the real answer to your prob- 
lem is to give your research director 
a new and very knowing secretary, 
alias a nursemaid. = 





Got a personnel problem? Send it 
for treatment (your anonymity pre- 


served, of course) to: 
Manager asks expert, 


c/o Management Methods, 
22 W. Putnam Ave., 
Greenwich, Conn. 
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ALL-STEEL EQUIPMENT INC. 

Aur r a, i] no 

1000 Line by All-Steel combines beauty with functional 
design. Here is furniture as flexible as your imagina- 


AE tion to create distinguished offices for every type of 


business. See your ASE dealer or write for brochure. 














no carbon/required 





TRANS WORLD AIRLINES, INC.* U.S.A.* EUROPE * AFRICA * ASIA 








‘NCR PAPER 


saves us its entire cost every year.” 
TRANS WORLD AIRLINES, Inc., Kansas City, Mo. 


“We use NCR Paper (No Carbon 
Required) for many different types 
of forms, including forms which are 
bound into books. 

“The cleanliness of NCR Paper 
is a very worthwhile and economic 
factor. Users of NCR Paper seem to 
develop a better mental attitude to- 
ward their work because they do not 
have to bother with carbon sheets. 

“Moreover, on NCR Paper sets 
there is no need to waste space to 
provide a gripping area for removing 
interleaved carbons. Instead, infor- 


mation can be printed to the edge 
of the sheets when space is critical. 

“Though the price of NCR Paper 
is often more than forms with car- 
bons, we estimate the time saving 
and other advantages of NCR Paper 
offset the extra cost many times 
over, thus saving us its entire cost 
every year.” 


“FS win, a Te Kes, 


Vice President-Purchasing 
TRANS WORLD AIRLINES, INC. 


ASK YOUR LOCAL PRINTER OR FORMS SUPPLIER ABOUT NCR PAPER 


Another Money-Saving Product of 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES + 76 YEARS OF HELPING BUSINESS SAVE MONEY 
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Trans World Airlines 
saves time and money with 
these NCR Paper forms: 
Jet Aircraft and Engine Log 

Flight Operations Enroliment 
Flight Operations Release 

Refund Settlement Advice 

Aircraft Load Record 

Interline Baggage Tag 

Record Ticket and Baggage Check 
Charter Ticket and Baggage Check 
Company Ticket and Baggage Check 
File Requisition 

Ticket Look-Up 








NCR PAPER 
ELIMINATES 
CARBON PAPER 
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(WEEE Take a good look 
at your trademark. Is it in tune 
with the times? An outmoded, fussy 
or dowdy symbol can mark your 
product as “old hat”—give the edge 
to more style conscious competitors. 

Alert manufacturers take a fresh 
view of their trademarks periodi- 
cally. The White Rock girl, for in- 
stance, in 1893 was a heavy-hipped, 
pensive psyche. By 1947, she had 
trimmed down considerably. Today 
she’s a delightful, slim sprite. 

Often just a few deft strokes—or 
the removal of a line or two—can 
make your mark more personable 
and timely. For example, Shell Oil’s 
sleek shell silhouette evolved from 
the old detailed and encircled shell 
symbol. 

[ Now may be the time to update 
your trademark. When you review 
it, evaluate it against these per- 
sonality factors. They are adapted 
from the book, Trademark Manage- 
ment (130 pages, $3, published by 
the United States Trademark Asso- 
ciation, 6 E. 54 St., New York 17). 
Is it brief enough? Brevity is a trait 
of most successful trademarks. One- 
syllable words like Joy, Spry, Tide 
and Fab are easiest to repeat. Wit- 
ness the public’s shortening of Coca 
Cola to Coke, Budweiser to Bud, 
Lucky Strikes to Luckies. Short 


Stylized owl updated cluttered sym- 
bol of Red Owl Stores, Inc. ee 


McCulloch dropped the meaningless 
goose from modern tool trademark. V 


Rate your 
TRADEMARK 


names are also easiest to display in 
any media. 

Is it easy to remember? Make your 
name hard to forget. Memory value 
of a new trademark is enhanced if 
it also has a suggestive connotation 
like Mr. Clean or Old Grandad. 

Is it easy to read and say? Many 
people are reluctant to ask for a 
product they might mispronounce. 
Adding a_ phonetic _ spelling— 
Bengue (Ben-Gay)—is an added 
promotional burden and an extra 
hurdle for the consumer. 

Will it adapt to any media? Wher- 
ever used, a trademark should 
quickly and unmistakably identify 
your product. Unless a radio lis- 
tener, for example, can visualize the 
correct spelling, a potential cus- 
tomer may be lost. On TV, on store 
shelves and in ads, the visual im- 
pact of your mark is vital. 

Is it flexible? Capacity to reproduce 
clearly in any size, color or applica- 
tion is important for maximum 
effectiveness and versatility. 

Does it avoid unpleasant connota- 
tions? Smoke out hidden sales re- 
sistance by pre-testing your new 
trademark. One firm that skipped 
this step found sales of its Yankee 
Clipper alarm clocks were slow in 
the South. The change to Dixie Bell 
for southland distribution stepped 





Ce 
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McCULLOCH 


against these 10 traits 


up acceptance for this product. 
Is it suitable for export? Does your 
name have any unfortunate mean- 
ing in a foreign language? Will for- 
eigners have difficulty pronouncing 
it? Can it be registered abroad? 
Can it be pictorialized? Promo- 
tional possibilities and remem- 
brance value are greatly increased 
if your trademark can be pictured. 
Four Roses whiskey and the scallop 
shell of Shell Oil are memorable 
examples. General Foods Corp. gets 
added trademark impact by pack- 
aging its syrup in a replica of a 
Log Cabin. 

Is it subtle enough? An appropri- 
ate, suggestive term can be a major 
factor in product promotion. But 
beware that your name is connota- 
tive, not descriptive. A name like 
Five Disc Cylinder for a lock is, in 
actuality, not a trademark. It sim- 
ply describes a feature of a certain 
kind of lock. But, Mum and Stop- 
ette are suggestive of a deodorant. 
Does it appeal to your specific 
market? A fashion magazine for 
girls selects its audience with the 
name Seventeen. Angel Skin for a 
hand cream is likely to appeal to 
the beauty seeker. Sani-Flush 
cleanser to the fastidious housewife. 
Make your trademark appropriate 
both to the product’s use and user. = 





71 









.. very small in cost | 








| 


ELECTRONIC DATA PROCESSING SYSTEM 





For businesses with moderate data processing volume, the 
RCA 301 offers advanced electronic performance hereto- 
fore found only in much larger systems... at the lowest 
price for any complete EDP system presently on 
the market. 


The “big system”’ features of the RCA 301 include: 


@ DATA STORAGE OPTION: magnetic tape or new 
Data Record File dises that may be switched easily 
for different jobs. 


@ HIGH VERSATILITY: paper tape (option of 3 speeds), 
magnetic tape (option of 2 speeds), and punched 
card input/output; plus expandable memory. 

@ GREATEST CAPACITY: among the fastest and larg- 


est core memories in its price class—7 micro- 
seconds access time; variable word length. 


(Circle number 143 for more information) 


in Performance 


@ FULL SPEED: reads 600 cards per minute; prints 
600 lines per minute. 


@ SIMULTANEITY OPTION: optional computing sé 
multaneous with input/output permits large im 
crease in WorkPower. 


@ LOWER SITE PREPARATION COST: less stringent 
air conditioning requirements; simpler installation 





The RCA 301 may be used as a complete data processin 
system by itself, or as an auxiliary to the larger RCA 50 
and 601 systems. And, like all RCA Electronic Dat 
Processing Systems, the RCA 301 can be tremendously 
expanded to handle your future needs. To the basi 
system, which leases for as little as $3,315 per month 
may be added a wide range of peripheral equipment t 
enlarge and enhance the value of the RCA 301 as yo 

business grows. 


For full information, write Electronic Data Processing 
Division, Radio Corporation of America, Camden 2, N. J. 


The Most Trusted Name in Electroni¢ 
RADIO CORPORATION OF AMERICA 
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Better ways 
to runa 
business 





Here's a way to 


REPORT WHAT YOUR COMPANY 
MEANS TO THE COMMUNITY 

One way to build the prestige of 
your company is to show people 
what your company means to the 
community. 

Most communities are amazed 
when they learn how much pur- 
chasing power, committee and 
church membership, and other con- 
crete values a firm contributes— 
even a fairly small firm. 

For example, to put over this 
point, five industries that recently 
moved to Pinellas County, Fla. de- 
cided to interpret the total value of 
their presence in the community. 

To do it, GE, Honeywell, Sperry, 
Allstate, and Electronics Communi- 
cations each conducted an intensive 
survey of their combined 4,750 em- 
ployees. Then with the findings de- 
veloped, they generated newspaper 
publicity and other means of circu- 
lating the impressive statistics. 

Here are some of the tangible 
contributions the new _ businesses 
pointed out that they brought to 
Pinellas County. 

Besides a combined $30 million 
annual payroll, some 3,500 of the 
workers in the five firms bought 
homes with an approximate total 
value of $50 million, not to mention 
expenditures for furnishings. 

Their personnel purchased more 
than 600 boats and their families 
operate some 6,500 cars. 

Specific statistics were also pub- 
licized on how the new firms 
swelled the ranks of voters, church- 
goers and club rosters. 

You can also use this survey 
technique to show politicians the 
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The only area witha 
COMFORT INDEX rated “Ideal” 





Data on climates taken from “Comfort Index” 
brochure, available on request.* 


Geography Lesson 


FOR PLANT SITE PLANNERS! 


First, check the Comfort Index in Santa Clara 
County, California. Compare it with each 
market area under consideration. Then, the 
decision depends on your requirements. 


Plant site locations come complete with 
climate—some too hot, some too humid, some 
too cold. But in a narrow strip along the West 
Coast, moderate temperature and low humidity 
approach an ideal combination, or “Comfort 
Index.” Before you decide, study “Comfort In- 
dex Geography” and locate at the center of this 
highly productive area—Santa Clara County. 


*SEND TODAY for these two booklets, and bring your 
plant site research file up to date: ‘‘What Do You Mean 
—Comfort Index?"’ and ‘‘New Industry Speaks.” 





GREATER SAN JOSE CHAMBER OF COMMERCE 


Dept. 9, San Jose 13, California *, 


COUNTY 
California 


(Circle number 152 for more information) 
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COTTON* CHECKS OUT 
IN GROCERY CHAIN 


* Cotton toweling supplied to Millers 
Super Markets by Hamilton Towel 
Supply, Denver, Colorado 





e@ A division of the National Tea Company, Millers Super Markets include 
38 stores and warehouses serving the Denver, Colorado Springs, Pueblo, 
Greeley and Cheyenne areas. For maximum operating efficiency, high em- 
ployee morale and good customer relations ... sure, simple methods of neat 
housekeeping are essential. 

Every washroom throughout the Millers chain is equipped with cotton 
toweling —and has been for a number of years. It not only assures the clean- 
liness and litter-free atmosphere so necessary to a successful food operation 
—but also saves valuable storage space and eliminates plumbing problems. 
At no additional cost! 

Why not find out about cotton towels and toweling for your business? Write 
for free booklet to Fairfax, Dept. R-2, 111 W. 40th St., New York 18, N. Y. 


Here’s How Linen Supply Works... 


You buy nothing! Your linen supply dealer furnishes 
everything at low service cost—cabinets, pickup and 
delivery, automatic supply of freshly laundered towels 
and uniforms. Quantities can be increased or de- 
creased on short notice. Just look up LINEN SUPPLY 
or TOWEL SUPPLY in your classified telephone book. 


Clean Cotton Towels... 
Sure Sign of Good Management 


o ao 

Fairtax. Towels ‘&: 
xTILe 

WELLINGTON SEARS COMPANY, 111 WEST 40TH STREET, NEW YORK 18, N.Y. 


(Circle number 158 for more information) 
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added taxes—both corporate and 
individual—your company brings to 
the community. And you can use 
your voting power to press for 
needed improvements in town facil- 
ities and utilities. 


Here's a way to 


SAVE TIME AND MONEY WITH 
COMPLETE IN-PLANT PRINTING 

At B. F. Goodrich Footwear Di- 
vision, it was a frequent, costly and 
time consuming chore to make style 
changes on work tickets. Prepara- 
tion of needed negatives for offset- 
ting was farmed out twice a month 
at an average cost of $20—some- 
times as high as $40—for each nega- 
tive. Then, too, there was an aver- 
age wait of two days before the 
negatives were ready. 

Now, without any large capital 
layout, negatives costing just five 
cents each are readied right in the 
plant in 25 seconds. 

This time and money saving 
process is accomplished with the 
help of a small Peerless photocopier 
which is almost a small darkroom 
and process camera within itself. 

Master work ticket negatives con- 
tain all the specifications needed to 
schedule production. As changes 
occur in product styles, color and 
sizes, the sections involved are 
opaqued on the negative. Then 
changes are stripped in on a posi- 
tive copy made on the photocopier. 
In turn, this updated copy is run 
through the copying machine to 
produce a negative to expose the 
offset plate. 

Since this Worcester, Mass. plant 
produces a long line of products as 
well as 50 or 60 types of footwear, 
style changes are many. 

“With this shortcut method of 





Here clerk processes final negative to 
be used to expose offset plate. 
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PRACTICAL CONTROL 


Listen to what they are saying 


about if: 


“Recommended!” 


The Wall Street Journal 


“ 


on the subject I have read.” 


C. F. Hogan, 
Co., New York 


Treasurer, 


. provides information that 


any office administrator can use for 


effective control of his costs.” 


James Alexis, Controller, Beauty Counselors, 


Inc., Grosse Point, Mich. 


““ 


. the best and most practical book 


American Molasses 


. extremely well written and, 


OF OFFICE COSTS 


YOU CAN 


slash 


office 





costs 


PRACTICAL 
CONTROL 
OF OFFICE costs 





20 fo ob 0% IN A FEW MONTHS 


That’s the promise in an important new 


though easy to read, delves deep into 


its subject .. 


a major contribution to the work 


measurement and cost control 


field...” 


. the book constitutes 


book by three experienced authors 


By H. B. Maynard, William M. Aiken and J. F. Lewis 


The Management Review, published by Ameri- 


can Management Association 


@ HERE Is A Low-cost, highly effec- 
tive approach to office cost control 
—an approach that is tested and 
proven. It works even if you have 
no more than five people doing re- 
peat work in your office. 


The book is written by the presi- 
dent of one of the world’s most 
highly respected management con- 
sulting firms, H. B. Maynard, and 
two of his associates in the H. B. 
Maynard Co. 


The Maynard approach to office 
cost control and reduction is based 
on a set of standard time values 
covering 95% of all office tasks— 
priceless data developed during 
years of painstaking work. 


These time values, called Universal 
Office Controls, are published for 
the first time as part of Practical 
Control of Office Costs. 


Equally important, the book spells 
out—in clearcut, step-by-step, easy 
to understand language—how to 
apply these controls with full em- 
ployee cooperation. It tells how to 
break down the barriers that have 
Caused today’s tremendous differ- 
ential between office and factory 
output. 
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Just buying this book will not solve 
all your problems of office cost re- 
duction. But if you apply with 
properly qualified personnel the 
program set forth in this book, you 
can definitely expect office per- 
formance to go up to as much as 
80 to 100%. And the program it- 
self costs no more than 1% of 
total office costs. 


Practical Control of Office Costs 
helps you answer key questions 
like these: 


How many people do we really 
need? When is overtime justi- 
fied? Which new equipment 
can pay for itself? How long 
should it take to type a letter 
... find a folder ... make a 
phone call. . . total a column 
of figures? 


Practical Control of Office Costs 
has been called one of the biggest 
contributions to management in the 
last decade. It contains 10 idea- 
packed chapters, 36 tables of stand- 
ard time values in seven major 
categories of office work, 11 stand- 
ard allowances for miscellaneous 
work, plus six helpful forms. 





YOU RISK NOTHING .. . PAY ONLY $12.75 
IF SATISFIED AFTER 10 DAYS 


Management Publishing Corp., Room 2 
22 W. Putnam Ave., Greenwich, Conn. 


Please send me PRACTICAL CONTROL OF OFFICE 


COSTS for a FREE 10-DAY INSPECTION. | will 
either keep the book and you can bill me_ for 
$12.75 as payment in full, or | will return it and 


be under absolutely no obligation. 


Bill my company [_} 


[ 


isis eee. <2 shee 
Bill me | 


Title see eeeeveeeeeveeeeeeeeaeeeeeene ee ee 


Street eeeeveeveev ee eee ee eeeeeeeeeeeeee? 
Firm name eeeeeveeveeoeeeeeeaeeeveeve eee 


SN: . cas bwin ee 00s Van Gene eewomes 


City 








Ni 


“a 








This new book shows you 
how much less 


The latest edition of our building-cost data book contains 
photographs and complete specifications of 24 recently con- 
structed plants, together with cost information. You will find 
it interesting. It’s yours for the asking. 


05 


per sq. ft. 








26,758 sq. ft. Office 
area of 5,308 sq. ft. has 
paneled walls; terrazzo 
and carpeted floors; air 
conditioning. Plant 
100% sprinklered. 
Locally financed. 


220,000 sq. ft. Steel and 
masonry construction. 
Ceiling height 28’. Of- 
fice air conditioned. 
Plant 100% sprinklered. 


42,128 sq. ft. Steel and 
masonry construction. 
Pre-cast slab roof. Ceil- 
ing height 11’. Office 
area air conditioned. 
Plant 100% sprinklered. 


In Georgia, heartland of the rich southeastern market, new 
factories and warehouses of national concerns are being built 
at an ever-increasing rate. And they are being built at costs 
well below those prevailing in other sections, as you can see 


from these typical examples. 


E. A. YATES, Jr., Vice President 


GEORGIA POWER COMPANY 


INDUSTRIAL DEVELOPMENT DIVISION 


Box 4545G, Atlanta 2, Georgia, Phone 521-3400 


A COMPLETE, CONFIDENTIAL SITE-SELECTION SERVICE FOR INDUSTRY 





(Circle number 119 for more information) 
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| altering the master, the end resw 


is that we can run off new wor 
tickets in a matter of minutes ip 
stead of days,” says Productio, 


Control Supervisor J. C. Mosher 
| “And the final finished negative 
| counting wastage in preparation 


| ration.” 


costs just 40 cents compared to 
$20 to $40 charge for outside prepa 


Here's a way to 


USE MOTIVATIONAL RESEARCH 
AS REFURBISHING GUIDE 

Do the “looks” of your company 
really reflect the image you intend} 
Step back and see what others see 
This searching sight may indicat 
need for revamping or refurbishing 

Hornblower & Weeks, for in 
stance, went so far as to call i 
motivational experts, Social Re 
search, Inc., before making a mov 
toward its ambitious expansio 
plans. The assignment: a “no hold 





barred,” exhaustive study of th 


Hornblower image. 
The research findings surprise 
this Wall St. brokerage house 


| Typical gripes: many investors com 





plained of a “chilly” atmosphere i 
H & B branch offices. Women said 
they felt ill at ease in brokers 
boardrooms. Small investors wer¢ 
intimidated by the formal, formid 
able decor. 

To help erase this cold image 
Chairman Howard Buhse then in 
stituted an extensive facelifting and 
rejuvenation program. Now nev 
facades and cheery interiors hel 
reflect a warm corporate personal] 
ity. 


Here's a way to 


PROMOTE SAFETY 
ANYTIME, ANYWHERE 

A personal postal from the presi 
dent to employees at their homes i 
a mighty effective way to promote 
safety. Experience of IBM proves it 

In fact, the initial personalized 
safety drive was so successful, the 
company is now preparing varia 
tions of the home mailing cam 
paign. 

Last summer, a giant pictur 
postal was mailed to each emvloyet 
of the Data Processing Division 
President G. E. Jones signed thé 
message, “Just a note to wish yo 
a very enjoyable summer and a ré 
minder that wherever you go—G@ 


SAFELY.” 
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Personalized postal is one of a series 
designed by IBM to promote safety. 


Evidently the warning was 
heeded. Contrary to all-time high 
fatalities in the nation during In- 
dependence weekend, not one of 
the more than 20,000 DP Division 
employees swelled the accidental 
death statistics. 

Added bonus from the post card 
technique: IBM says it gained extra 
readership for its “safety .. . any- 
time, anywhere” theme from mail- 
men and neighbors. 


If youwd like a sample of the 
personalized postal used by IBM, 
just circle number 246 on _ the 
Reader Service Card. 


Here's a way to 


SPUR COMPLETION 
OF SPECIAL PROJECTS 

This idea, used by a small insur- 
ance agency, could profitably be 
adopted by departments in any size 
company to encourage improve- 
ments and extra accomplishments. 

The manager posts a “progress 
calendar.” On it, he jots down any 
ideas he gets for improving office 
procedures. The calendar also lists 
desirable tasks, target dates or 
deadlines, and suggestions on how 
to accomplish the project. 

Whenever an employee has spare 
time, she tackles one of the extra 
jobs listed. If ideas or projects oc- 
cur to employees, they too jot down 
a question or suggestion. As_proj- 
ects are completed, they are 
checked off. 

Once a week, the manager and 
the staff review their progress and 
revise or add to the target task 
reminder. 

It’s surprising how much extra 
has been accomplished, the agency 
reports, by the simple expedient of 
posting and ticking off projects on 
a progress calendar. 
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speed payroll auditing 


The Cincinnati Clipper, a fully automatic time recorder, 
speeds payroll auditing. See for yourself. And, by printing 
up-the-card and never overprinting . . . Clipper handles 
both incoming and outgoing employees on close or irregu- 
lar schedules. “Start-Stop” signals are optionally available. 


Get the full story from your nearby Cincinnati represen- 
tative or write for literature. 


“If it’s about time .. . call for Cincinnati” 


















| 

& i 
| / 1734 Central Avenue i 
| Cincinnati 14, Ohio | 
| Gentlemen: 
| ~S> Please send me your new bulletin on the Model 2000 Clipper. 
| Title 
| | 
| | 
| Street City { 
ena GAED GED GIES GEIED GREED GIES CELE GED GEES GED GSES GHEE GENE GREED GAD SHEED CUED GED GED SEED GD SED ED GS GEES SERED GED GENE GENS GHEE GEEED GENEED GENEED GED d 


(Circle number 111 for more information) 












PART TWO of a two-part series ™ 
° 
a 
e 
* 
* 
o 
e 
e 
& 
& 
* 
2 
e 
® 
= 
& 
& 
¢ 
a 
= 
e 
te 
«© 
Mr. Executive: 
Killing 
® Executives whose work should ity 
be the most fruitful often find their as 
jobs killing them instead. fail 
So says Dr. Peter J. Steincrohn, a I 
big, tanned, vital man of 60 who is i 
seriously concerned over the health Co 
and physical efficiency of hard on 
working executives. me 
Dr. Steincrohn is author of the Ove 
popular book, Mr. Executive: Keep frit 
Well, Live Longer (Frederick Fell, _ 
Inc., New York, 341 pages). to 
He points out that a sick, tense or aut 
exhausted executive wastes his abil- nc 
FEBR 
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IN THIS ISSUE: 


Pros and cons of executive drinking 

A way to get a new surge of physical energy 
How coffee can determine your well-beirig 
How your wife can guard your health 

What a complete physical exam includes 
When and how to retire 

Two symptoms that signal danger 
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You don't need to live like a Spartan to protect your health. But you do 

need to follow a few common sense rules. Are they worth it? They are if you 
consider yourself a valuable asset to yourself, your family and your company. 
Here a noted authority on executive health gives you his prescription, 


drawn from 30 years as a medical man. 


MANAGEMENT METHODS TALKS WITH DR. PETER J. STEINCROHN 








ity to produce. “The executive who 
lets his job destroy his health is a 
failure,” the doctor states. 

Dr. Steincrohn spent 30 years as 
a leading medical man in Hartford, 
Conn. But impressed by the figures 
on mortality among middle-aged 
men who damage their health by 
over-work, he pulled himself off the 
firing line and retired at age 55. He 
moved to Florida to devote himseif 
to his second 
author. 


profession as an 
He has produced many 
books on health subjects and writes 
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a daily column appearing in more 
than 50 newspapers. 

To get the highlights of Dr. 
Steincrohn’s prescription for ex- 
ecutive well-being, MANAGEMENT 
Metuops talked to him in a lengthy, 
tape recorded interview. 

Last month, the first half of the 
edited and condensed interview was 
published. It dealt with the subjects 
of vacations, tension release, exer- 
cise, weight control, and sleep. 

Now, here is the second half of 
the interview, dealing with more 
subjects related to your health. 


DRINKING 





“Il advise some wives fo greet their 
husbands at the door and hand him 
a drink,” 


Q. You said a cocktail before din- 
ner helps a man relax. Are you in 
favor of moderate drinking? 

A. Yes, for the healthy man without 
alcoholic tendencies. Especially 
after 40, a healthy man who takes 
a couple of ounces before dinner 
is in little danger of becoming an 
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“A healthy man who 
takes a couple of 
ounces before dinner 
is in little danger’’ 


alcoholic. I've advised some wives 
to greet their husbands with a 
drink, and hand it to him before 
he comes through the door. 


Q. What are the advantages of 
a drink before dinner? 

A. It makes for sociability; it re- 
laxes you, prepares you for dinner. 
Q, What about social drinking that 
involves more than just an ounce 
or two before dinner? 

A. Despite the fact that a small 
amount of alcohol can be valuable 
at times, there’s no question that 
there is a considerable amount of 
excess drinking in business. Some- 
times the dividing line between 
social drinking and alcoholism is 
not very clear. Executives should 
watch themselves very closely. 
Many men have become alcoholics 
without realizing it. They never 
miss work because of their drink- 
ing, but without realizing it they've 
gone over the line. 


Q. What can companies do about 
this when it happens to one of 
their men? 


A. Companies can take a realistic 
attitude toward their executives 
who become excessively heavy 
drinkers, because of the pressures 
of their jobs, or for whatever other 
reasons. It’s not necessarily the 
answer to fire an executive who 
becomes an alcoholic. Alcoholics 
can be cured, as countless cases 
prove. Companies should consider 
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this fact when dealing with an ex- 
ecutive whose drinking has become 
excessive. 

But the first responsibility here, 
of course, is with the executive 
himself. A man who finds his alco- 
holic consumption going up may 
be skating on very thin ice. He 
can save himself a lot of trouble 
by getting off the thin ice before 
he falls through. That may mean 
cutting down from three to one 
martini at lunch, for example. 

You know, human beings have 
two battling forces within them. 
One is the well known force of 
self preservation. But the other, 
less often thought about, is self an- 
nihilation. These forces compete 
for the upper hand. Usually we 
keep self preservation on top, and 
that’s good. But when self annihi- 
lation begins to break through, we 
put ourselves on the road to self 
destruction. Sometimes it is done 
by excessive drinking. 





SMOKING 





““A few cigarettes a day is perfectly 
all right, but there is a shortcut way 
to stop smoking.” 


Q. Is smoking another expression 
of this self annihilation force? Do 
people smoke themselves to death? 
A. I think the answer is sometimes 
yes to both questions. I’ve known 





men who have been warned to quit 
smoking, but have gone on smok- 
ing heavily, with the result that 
their health is more and more seri- 
ously damaged. 

On the other hand, I'm a smoker 
myself. I enjoy cigarettes, but I 
keep my smoking within moderate 
limits. There may be some connec- 
tion between tobacco and lung or 
throat cancer, but to my mind it 
hasn't been absolutely proved yet. 
If and when it is, I'll be the first 
to throw tobacco away and tell 
other people to stop smoking. My 
present belief is that a few ciga- 
rettes a day, or a cigar or two, or 
a pipe, for the person who has no 
medical contra-indications, is per- 
fectly all right. Fact is, sometimes 
I recommend it as a means of ten- 
sion release. 

Q. What about the executive who 
has been told by his doctor to quit 
smoking but just feels he cant 
break the habit? 

A. There is a shortcut way to stop 
smoking. I’ve recommended it to 
many patients and seen it work 
with many, many people. I've 
tested it myself and I know it 
works. This shortcut method is to 
reach in your pocket, take out your 
cigarettes, and drop them in the 
wastebasket. If a man wants to stop 
smoking, that’s the way to do it. 
Q. Suppose a man has been smok- 
ing two packs a day for 30 years. 
If he suddenly stops, what will it 
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TEXTURE *+ COLOR «+ COMFORT 


U.S. 





PERFORMANCE 
NAUGAHYDE’ U. Ss. KOYLON‘:arex FOAM 


finest in vinyl upholstery genuine latex foam rubber cushioning 
ct : cs. ee 





Side armchairs by Harter Corporation, Sturgis, Michigan —shown in the Board 
Room of the San Mateo, Calif., branch of Reynolds & Company, Investment Brokers. 


It pays to invest in the best when good looks and comfort are preferred — and 
lots of everyday hard wear is a problem. U. S. Naugahyde is the perfect 
answer. The colorful beauty of luxurious Naugahyde is matched by its amazing 
durability and ease of care. A damp cloth is all that’s needed to keep this 
superior upholstery looking fresh and bright as new. And for the ultimate 


“Koylon’ in long-lasting comfort, insist on the world’s finest cushioning— U.S. Koylon, 


freon mt ( coatereanay 
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anna the genuine latex foam rubber. Years and years of satisfactory performance 
have proved that Naugahyde and Koylon are the ideal combination. 


United States Rubber 


Coated Fabrics and Koylon Seating Dept., Mishawaka, Ind. In Canada: Dominion Rubber Company, Ltd. 


(Circle number 168 for more information) 
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SHOW! TELL! SELL! 
WITH NEW PORTABLE 
VIEWLEX “SALESTALK” ! 


e A Complete ‘‘Sight-Sound’’ Unit in an 
Attache Case! 

. 9 Cost Presentation and Training Unit 
of All! 


New Viewlex Salestalk provides proven sight- 
sound sales principles—CONTROLLED SHOW- 
MANSHIP—with the lowest cost, lightest unit 
that allows the full power of daylight projec- 
tion of documentary photographs, dramatic 
animation, drawings, charts, etc., combined 
with hi-fi sound and words of tested selling 
power. 


Set up in seconds—right on a prospect's 
desktop—it tells the EXACT sales story your 
management team wants . . . and, your sales- 
man’s last call of the day is as vibrant and 
fresh as his first in the morning. Assures 
higher PROFIT-PER-CALL ratio than ever before 
possible. 
OVERALL SIZE: 
11” x17” x 5” 
IGHT: 


14 Ibs. 
PROJECTOR: 
100 watts. 
SCREEN: 

Built into cover — 
latest lenticular 
type for brilliant 
images — even in 
daylight. 

HI-Fi RECORD 
PLAYBACK: 

4 speed. Takes up 
to 12” records. 


$10450 


COMPLETE 
1ewle x inc. 


39 Broadway, Holbrook, Long Island, N. Y. 
(Circle number 164 for more information) 
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Also available—Salestalk V-2. 
Projects both Filmstrips and 
Slides. Other Viewtalk Train- 
ing and Selling Aids from 
$50.25 to $495. 


| 
} 
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do to him? It will shock his sys- 
tem, won't it? 
A. No, that’s a misconception. To 
suddenly stop smoking after 30 
years isn’t going to do anything 
to you except perhaps make you 
feel a lot better. There is no shock 
to the system in stopping suddenly. 
You may feel edgy at first, and 
youll be jealous of the luncheon 
companion who lights up after eat- 
ing, but there will be no physical 
damage. In a surprisingly short 
time—perhaps a few days or weeks 
—the craving for tobacco will di- 
minish to the point where you'll 
forget about it. For awhile, you'll 
be uncomfortable without the me- 
chanical habit pattern of lighting 
up, but that, too, will soon dis- 
appear. Youll quickly reach the 
point where even the smell of to- 
bacco smoke becomes distasteful. 

The heavy smoker who quits will 
find himself with a new surge of 
physical energy, a new feeling of 
well-being. He'll find these are 
worth any slight discomfort in not 
smoking. In other words, he'll en- 
joy not smoking more than he en- 
joyed smoking. 

The point is that you’ve got to 
stop abruptly, or you don't stop 


at all. I have never met one human 
being who has successfully sepa- 
rated himself from tobacco by a 
process of slow withdrawal. I don't 
think it can be done. 


Q. Can the average person quit 
smoking without having a _ real 
reason for doing so—before his 
health has been damaged, for ex- 
ample? 

A. There are some unfortunate as- 
pects to our natures as humans. 
One is that negative things usually 
influence us more than _ positive 
things. A few people will watch a 
building going up, but hordes of 
us will rush to watch it burning 
down. Destruction attracts people 
because it is dramatic; construc- 
tion and preservation are not dra- 
matic. 

Preservation of good health, un- 
fortunately, is not a very strong 
motivation in most of us before 
something goes wrong. But when a 
man’s health or his life is threat- 
ened—he changes his whole _phi- 
losophy. 

I believe a man demonstrates 
a high degree of wisdom when he 
takes steps to protect his health 
before something goes wrong. 


‘‘Many executives destroy their health by being 
in jobs that call for natural abilities they simply 
don’t possess.’’ 
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COFFEE DRINKING 





“If you feel like a whipped horse, 
check your coffee consumption.” 


Q. A lot of coffee is consumed in 
business. Some high strung execu- 
tives seem to sip coffee all day 
long. Is this in any way damaging? 
A. I think a coffee break in mid- 
morning or mid-afternoon has some 
value. But | think it is ridiculous 
to have coffee and pastry served 
all day long as it is in some com- 
panies. I’m speaking partly in terms 
of cost and efficiency, but also in 
terms of health. 

Some people can drink cup after 
cup of coffee without ill effects. 
But there are others who are made 
nervous by coffee. They may not 
realize it, but the grain or so of 
caffeine in every cup they drink 
makes them anxious and less fit 
than they otherwise could be. They 
begin to feel like a whipped horse, 
so they go for another cup of cof- 
fee in order to get the lift it gives. 
but that just makes matters worse. 


Q. Are you suggesting that execu- 
tives cut out the coffee break? 
A. I suggest that an executive who 
feels tense and anxious might ex- 
periment by cutting out his coffee 
breaks for a couple of days. He 
might find that his nervousness dis- 
appears. 

Q. What about a substitute for cof- 
fee, or a mid-afternoon snack? 
A. I'm in favor of that. It takes 
care of the mid-afternoon letdown 
when blood sugars are likely to 
get low. A glass of juice or milk, 
or even a cup of coffee with a bun 
or a few crackers can help a man 
hold up his efficiency level. 








YOUR WIFE 





“The ‘old grouch’ of a husband may 
be just working too hard.” 


Q. What can a wife do to keep 
her husband’s job from killing him? 
A. I consider every executive's wife 
a potential Florence Nightingale. 
She can be the doctor’s first assist- 
ant. I’ve known wives who have 
guarded their husband’s health like 
a hawk. If the husband has to lose 
weight, they go on a diet with him, 
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ve. 
state 
with the 2 
major seaports 
... the state 
between America’s Ist 
and 4th largest cities 
and centered 

in the world’s largest market. 











Here you will find an industrial team which 
includes not only the utilities, but state and 
local government agencies, realtors, brokers 


— all working together just to serve you. 


For confidential assistance and your free 
copy of “New Jersey, Land of Amazing In- 
dustrial Advantages” write to Clayton Cronk- 
right, General Manager, Area Development, 
Box O, Public Service Electric and Gas Com- 
pany, 84 Park Place, Newark 1, New Jersey. 








PUBLIC SERVICE ELECTRIC AND GAS COMPANY 
Sewing New Gersey § Where Sndustny Succeeds 











(Circle number 136 for more information) 
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THE 


PENNSYLVANIA PLAN: 


100% 


financing 
for your 


new plant 


Complete financing for Lease- 
Purchase of a new plant is available 
in labor-surplus areas of Pennsylvania 
through combined efforts of lending 
institutions, non-profit community 
organizations and the Pennsylvania 
Industrial Development Authority. 
Interest as low as 2°, with deferred 
amortization, can be applied on up 
to one-half of total plant cost. 

100°, financing is also available in 
other areas of the State, provided by 
community organizations, banks, in- 
surance companies and other sources. 
You select the community you want. 
You specify plant construction details 
or choose one of several plant “shells” 
now being readied for completion. 








100% Financing at a Glance... 
Industrial Plant Construction Costs— 


Subscribed by local non-profit 
community sponsored builder- 
owner corporations. 

2nd Mortgage Loan, Pennsyl- 
vania Industrial Development 
Authority. 30% 
Ist Mortgage Loan obtained 
from banks, insurance companies 

and similar lending institutions. 50% 
Total financing, secured through 
local subscriptions and mortgage 
loans, without cash investment by 
the manufacturer. 


20% 





100% 





For free copy of *‘Plant Location Services” 
pamphlet, or for details on 100% financing, 
write or call: 





Pennsylvania Department of Commerce 
ffice Building 
1011 State Street, Harrisburg, Pa. 
Phone: CEdar 4-2912 


U U 
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in order to encourage him. Many 
executives accuse their wives of 
being health naggers, but I think 
many wives feel it’s better to be 
a health nagger than to be a nag- 
less widow. Anyway, I don’t think 
most executives object to being 
nagged about their health. It mas- 
sages their ego. 


Q. Can the wife help with this 
problem of executive tension? 

A. Unquestionably. She can do 
everything possible to keep tension 
out of the home. The minute an 
executive walks in his front door 
is no time to heap on him the facts 
that the washing machine broke 
down and little Johnny is in dutch 
with the principal for breaking a 
school window. I say let the poor 
fellow catch his breath, spread out 
in his chair, take his drink, read 
his paper, and have his dinner. 
Then tell him about the washer 
and little Johnny. 

A wife can also protect her hus- 
band from the sometimes devas- 
tating schedule of social activities 
which keep him on the go. I’ve 
known some executive wives, un- 
fortunately, who were so eagerly 
wrapped up in their social lives 
that they could never stop to think 
how all the invitations they ac- 
cepted would affect their husband's 
health. Suppose a man has been 
traveling for a week and is worn 
out when he gets home for the 
weekend. His wife should realize 
he is probably exhausted and not 
commit him to a full round of so- 
cial responsibilities. 

Another thing wives can do is to 
keep from getting fatigued them- 
selves. When both a man and a 
woman are tired and meet head 
on, there’s only one thing that can 
result, and that’s a squabble. I 
think the wife of an executive owes 
it to her husband to keep from 
getting fatigued, especially to keep 
from getting tired out at the same 
time he is. 

One more thing a wife can do 
is to be a good listener. There are 
many things a man can’t talk about 
with his business associates or even 
his close friends. Repressing these 
things inside creates tension; it can 
make a man sick. A wife, whether 
she’s interested or not, can train 
herself to be a good listener, so 
that her husband can unburden 
himself of these matters that he’s 


unable to talk about with anyone 
else. It’s excellent therapy for him. 
Q. Does that overcome the prob- 
lem for the wife who complains 
that her husband is an old grouch 
when he comes home at night? 

A. Sometimes an executive is an 
old grouch when he gets home at 
night because he’s been working 
too hard all day. But very often 
it’s because he has an illness that 
he doesn’t even suspect. He may 
have an ulcer and not ever realize 
it. It may be awfully hard for him 
to be pleasant for three or four 
hours after a meal when his ulcer 
is working on him. If his wife knew 
the trouble, she probably wouldn't 
think of him as an old grouch, and 
she probably wouldn't let a minor 
skirmish turn into a battle royal. 

Incidentally, the cause of a mid- 
dle-aged executive’s  grouchiness 
may be the fact that he’s going 
through the male climacteric—the 
male change of life. When a man 
gets into his fifties, there is likely 
to be a temporary discord in the 
symphony of how his body works, 
like a woman’s menopause. 

This change may be more or less 

severe in different individuals. In 
some men it will be hardly notice- 
able, or non-existent. But a wife 
should be aware that this change 
does take place and that it will 
affect her husband’s disposition for 
a temporary time. 
Q. Any further advice for wives? 
A. Yes, they should make certain 
their husbands don’t miss their an- 
nual physical exams—plus addi- 
tional examinations if conditions 
seem to warrant it. The need and 
the value of an annual exam is un- 
questionable. It is a necessary part 
of continued good health. Both the 
man’s wife and his company should 
see to it that he reports to his doc- 
tor at least once a year for a com- 
plete physical. 


PHYSICAL EXAMS 


“It’s worth the price of admission 
to leave the doctor's office knowing 
you’re fit as a fiddle.” 








Q. Why do you say a complete 
annual physical checkup is essen- 
tial for executives? 

A. Because the basis of good health 
is preventing illness, not curing it 
after it has gotten a head start. 
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Studies have been made of thou- 
sands of executives and these stud- 
ies show that at age 40 or so, about 
40% of executives develop illnesses 
which can be nipped in the bud 
if caught immediately, but which 
can become serious, even fatal, if 
neglected. 

Another reason for the annual 
exam is to check up on the man’s 
emotional adjustment. The doctor, 
if he is any kind of a doctor at all, 
will not devote himself exclusively 
to the man’s body. He'll also take 
the time to find out about the ex- 
ecutive’s stresses, both on the job 
and at home. 


Q. What will a good physical ex- 
amination include? 

A. It would take a long time to 
describe a complete physical exam. 
The doctor is in a position to tailor 
the examination to the man’s needs 
—depending on his age, his past 
medical history, and so on. For ex- 
ample, if he has had heart trouble 
or a weight problem, the doctor 
will probably want to test the 
amount of cholesterol in the blood. 
Certainly for the middle-aged ex- 
ecutive, it’s important to have a 
check made of both vision and hear- 
ing. 

Q. Because the executive uses his 
eyes and ears so much in his job? 
A. That’s right. Many men suffer 
from eye strain without realizing it. 
Furthermore, hundreds and_ thou- 
sands of cases of blindness are 
caused by undiscovered glaucoma 
—a serious eye disease that often 
develops without a person even 
being aware of it. For some reason 
which we don't fully understand, 
increased pressure begins to build 
up in the eyeball. There is no pain, 
but unless it is discovered and cor- 
rected, glaucoma can destroy a per- 
son’s sight. 

There is a test that measures a 
man’s eye pressure. It is a simple 
test that a nurse can perform. A 
drop of anesthetic is placed in the 
eye, and after a minute or two a 
tonometer is placed on the eye to 
measure the pressure. This simple 
test can reveal glaucoma in its early 
stages. This test is as important as 
getting your blood pressure meas- 
ured. I would say that no annual 
physical exam is really complete un- 
less you’ve had your eyes checked 
with a tonometer. 

text continued on following page 
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NOW: 

YOUR 

SPIRIT 
DUPLICATING 
CAN 

BE AS 
CLEAN AS 
THIS 

PAGE 


The degree of cleanliness achieved by new Columbia Plastisol 
Spirit Ready-Masters was but a few years ago only a laboratory 





dream and a typist’s hope. 

This new cleanliness is the product of Columbia research and 
development. It is obtained by the use of chemically integrated 
dyes suspended in plastic composition. 

In preparation, handling and duplicating of all types of masters 
from simple carbon units to complex forms for office systems 
applications and data processing, cleanliness is the word— 
figuratively and literally. 

In addition to cleanliness the user is assured crisp, clear copies 
throughout the duplicating run. Long highly uniform runs and the 
ability to re-run are added assets. And the new Plastisol Spirit 
Ready-Masters go into action immediately—no build-up with the 


resultant waste of paper. 


Whether it's in flat sheets, master units, continuous forms, tele- 
typewriter rolls or interleaved sets, a Plastisol spirit carbon will 
handle the job. Get this new cleanliness. Get Columbia Plastisol 
Spirit Duplicating Masters. 


For free demonstration consult yellow pages for Columbia 
dealer nearest you. For further information write to “Plastisol 
Division” at their address below. 


PLASTISOL SPIRIT MASTERS 
BY 


Columbia Ribbon & Carbon Pacific, Inc., Duarte, Calif. 


(Circle number 114 for more information) 


Columbia Ribbon & Carbon Mfg. Co., Inc., Glen Cove, N. Y. 
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GET THINGS DONE 
WITH GOOD SYSTEMS 


LEARN 


e Work Measurement 

e Survey & Analysis 

e Organization Planning 
e Systems Concepts 

e¢ Procedures Writing 


e Techniques and Tricks 
of the Trade 


e Systems Reports 


¢ How to Run a Systems 
Department 


A new 50-week on-the-job 
course covers 17 basic areas in 
systems work. Prepares you for 
promotion. Helps you train 
assistants. 


This organized plan is a formal 
course, developed by The 
Foundation for Administrative 
Research, conducted by profes- 
sional systems teachers. Fee 
$250 complete. 


This course is marketed by the 
publishers of Systemation Let- 
ter, a semi-monthly bulletin on 
systems trends and techniques. 


' WRITE FOR 
t Portfolio 2000-05 
| “Orientation in 
Systems” 


ROSS-MARTIN company 


P.O.BOX 800.TULSA 1, OKLAHOMA 
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Q. You also mentioned the impor- 
tance of having your hearing 
checked. 

A. Yes, many executives lose effi- 
ciency and place themselves under 
extra stress because their hearing 
has lessened without their realizing 
it. Sometimes a man’s hearing can 
diminish by one-third without his 
realizing it. There are tests to 
quickly uncover a hearing problem 
and, of course, there are remedies 
that can improve hearing, and thus 
improve a man’s efficiency—and his 
disposition. 

Q. Does everyone need an annual 
physical? 

A. Yes, everyone. Perhaps the big- 
gest reason is that it frees a man 
from worrying about his health. 
It’s easy to build up fears about 
imagined diseases. It’s a wonder- 
ful feeling to walk out of the doc- 
tor’s office with your shoulders back 
and your head held high because 
you know you are fit as a fiddle 
and have nothing to worry about. 





WHEN TO RETIRE 





“‘Retirement age of 65 isn’t too low; 
often it’s too high. | say ‘Bravo!’ 
when a man of 45 retires.” 


Q. Knowing when to retire is a 
problem for many executives. Can 
you offer any guidance? 

A. My advice is this: don’t wait 
until your job has damaged your 
health before you retire. I'm for 
the man who retires when he’s at 
the height of his powers, instead 
of waiting until his health is failing. 

A lot of people worry about the 
standard retirement age of 65. They 
say it’s too low. Well, I think that 
in many cases it’s too high. Some 
people shouldn't feel conscience 
stricken about retiring when they re 
in their late forties or early fifties, 
if they have prepared for it socio- 
logically, psychologically and from 
an economic viewpoint. A man like 
that won't wither on the vine; he'll 
find lots of new things to interest 
him. 

Why shouldn't a man—who has 
worked from the time he’s been 
in kindergarten building blocks, 
worked all the way through school, 
and worked all the way through 
his business career—when he 
reaches the age of, say 50, retire 


if he feels like it? Subtract 50 trom 
the biblical 70 and you have 20 
years. If a man has worked 50 
years of his life, is it wrong for 
him to enjoy 20 years without the 
responsibility of work? If he is so 
constituted, why should he feel con- 
science stricken if he sells out and 
retires young, assuming he can put 
his kids through school and main- 
tain his home with the simple pleas- 
ures of life? I’m in favor of it. I 
say “Bravo!” when I see a man of 
45 or 50 retiring from the stresses 
of business in order to enjoy his 
life more fully. 


Q. How about retiring from one 
business and going into something 
else? 

A. That’s the same idea. May I use 
myself as an example? I began un- 
consciously to prepare for retire- 
ment while I was still practicing 
medicine. I began writing books, 
articles, and a newspaper column. 
Then, when I was at the peak of 
my career as a doctor, I retired 
to my new profession as a writer. 


Q. Should everyone have a sec- 





ond profession to retire to? 


A. Not at all. There comes a time 
in most men’s lives when it’s time 
to quit. Either the man wants to 
quit or his company wants him to 
quit. He should look forward to 
that time as a period in his life 
when he doesn’t have to work any 
more—when he can grow pansie 
or write poems or take a slow boat 
to China, or just stretch out in % 
hammock and look at the sky—and 
be happy about it. A man shouldn't 
feel he has to work until he drops, 
Retirement is an important par 
of living. But to retire successfully 
you have to prepare for it. 


Q. How can an executive best pre 
pare for retirement? 


A. The answer is to have an in 
terest—a major interest—other thany 
your work. I'm talking about 4 
hobby, but I don’t necessarily mean} 
a stamp album or building model 
ships in a bottle. A hobby can be= 
any one or any combination of the? 
endless variety of interests that this~ 
world offers. It can be constructive™ 
or profitable, or just satisfying m 
itself. 

A real hobby becomes part of 
you, part of your life. That’s why 
you can’t wait until the day before 
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Microfilm Department 
Remington Rand Systems 
122 East 42nd Street 
New York 17, N. Y. 


I would like to receive your valuable new guide—“The Golden Age of Microfilm” 


NAME 
TITLE 


COMPANY 








“Why didn’t | know about this sooner...” 



































New guide to the latest 
microfilming techniques 


—and how they can benefit your business! 


Did you know that microfilm cameras can now film 
both sides of records simultaneously? That one file 
cabinet with microfilm has a greater storage capacity 
than 160 file cabinets with original papers? That 
Remington Rand high speed equipment copies over 
500 records per minute — at a film cost of less than a 
dime? That the tremendous economies of microfilm 
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are no longer limited only to giant corporations? 
Get all the details in ‘The Golden Age of Micro- 
film,” a valuable new, fully illustrated, 16 page guide. 


Free! Send for your copy today! 
Kemington. Fand SYSTEMS 


DIVISION OF SPERRY RAND CORPORATION 
122 East 42nd Street, New York 17, MM. YT. 
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INTRODUCING THE NEW 


DRYDEN-EAST 


HOTEL 


39th St., East of Lexington Ave. 


NEW YORK 


Salon-size rooms ¢ Terraces ¢ New 
: appointments, newly decorated e 
f New 21” color TV ¢ FM radio « New 
: controlled air conditioning « New 
extension phones in bathroom « New 
private cocktail bar e Choice East 
Side, midtown area « A new concept 
of service. Prompt, pleasant, un- 
obtrusive. 


Single $15 to $22 Suites to $60 
Special rates by the month or lease 

























spnarenncnen mpage s-mteraecte wet: 





Robert Sarason, General Manager 
ORegon 9-3900 
Teletype NY-1-4295 









INSURE YOUR SALES 
FUTURE... 


with W&A Customized Jewelry 
% Sales Campaign Awards 


% Staff Performance and 
Service Awards 


* Gifts for Special Occasions 
% Customer Good Will Gifts 


re 





Ask for 12 page beekiet 
WILLIAMS & ANDERSON CO. 


Industrial Division 
Emblem Manufacturers Since 1901 


14 Third Street, Providence 6, R I. 
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Beat Acme Super-Visible 


System lets operators 


PMILROIEAR IM find...feed...refile 


cards gunfighter fast! 


Super-fast because it’s 
Super -Visible. Keeps the 
identification edge of every 
card visible to the operator’s 
eye, in quick-flip hinged 
aluminum frames. Cards 
slip out, slip back in a flash, 
faster than most machines 
can use them. Guarantees 
you the full productive 
power of your investment 
in office automation. To 
see how, send coupon today. 











Naf VN \V/ISIBLE | 





| ACME VISIBLE RECORDS, INC. 
| 1202 West Allview Drive 
Crozet, Va. | 
| Please send facts showing how | 
| Super-Visible and other Acme | 
| Visible systems untangle the | 
finding and filing snags in office 
| automation. | 
a | es 
| Ee | 
| Address | 
| eS” eC | 


\ 


Ici: sere Sasa Attn Semen: cect Gain cies cemib seis Sew eae al 
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you retire before you start looking 
around for an interest. The interest 
has to grow and develop with you. 
That’s why I say the best way to 
prepare for retirement is to develop 
a special interest or hobby early. 
This interest will probably come 
naturally to the executive, but if 
not he should make a _ conscious 
effort to develop it. It may mean 
buying a book on hobbies and try- 
ing a number of things before he 
finds the one that captures his in- 
terest. 


Q. Can't these hobbies be over- 
done, especially by a busy execu- 
tive? 

A. You bet they can. I’ve known 
executives who were interested in 
tools and woodworking, for ex- 
ample. They come home tired but 
then go down in the workshop after 
dinner and work until 11 o'clock. 
They do it night after night, then 
wonder what's happening to them. 
They go to the doctor and say they 
are feeling sick. But they are not 
sick. They are just tired. They've 
overdone their hobby. 


Q. You've drawn an appealing pic- 
ture of early retirement. But what 
about the man who really loves 
his work? Shouldn’t he keep work- 
ing as long as practical? 

A. Why, of course. The man who 
is truly happy in his work has a 
God-given gift. There is nothing 
more fulfilling than to get up in 
the morning eager to get to work, 
with your mind spilling out ideas 
while you're shaving, anxious to 
spend the day working hard be- 
cause you love it, and even to bring 
a briefcase home at night because 
there are things you want to do. 
The man who can work that way 
is a fortunate individual. He’s found 
his calling, his niche. Of course he 
should keep working as long as 
it’s practical. 

But my opinion is that many ex- 
ecutives are not in this fortunate 
state of affairs. There are many 
who destroy their health because 
they are the square pegs in the 
round holes. They don’t have the 
natural inclination or natural ability 
to be good executives. My opinion 
is—and I’m talking about people 
I’ve seen in my own office—my 
opinion is that there are more peo- 
ple than we realize who are in jobs 
that make them unhappy. They 











dor 


the 


Q. 
the: 
a) 
eve 
pick 
An 
eng 
his | 
ditic 
peg 
Sc 
amb 
hous 
a be 
Sc 
own 
smal 
cons 
So 
job | 
calle 
made 
but 
the | 
anotl 
to ad 
was ' 
Ma 
or sec 
in hi: 
to ch 
fund 
be he 
of liv 
obliga 
Q. WI 
who f 
of bei 
his jol 
A. I tl 
self a 
of him 
he is d 
is gett 
sacrific 
if he i: 
he doe 
causin; 
undern 
recogn: 
he trie 
once i 
and en 
Incid 
have a 
to ther 
ordinat. 
ognize 
happy 
recogni 
the mar 
essary | 


FEBRUARY 








don't actually detest their jobs, but 
they are not happy in their work. 


Q. If they are not happy, why are 
they in these jobs? 

A. A surprising number of people, 
even today, have their careers 
picked for them. That’s one reason. 
A man becomes an executive or an 
engineer or a dentist because of 
his father or because of family tra- 
dition, even though he is a square 
peg in a round hole. 

Sometimes it’s because of a.wife’s 
ambitions—the desire for a bigger 
house, another car, the mink coat, 
a better club. 

Sometimes it’s because of a man’s 
own ambition. It starts out as a 
small match flame, but grows to a 
consuming conflagration. 

Sometimes a man is in the wrong 
job because he doesn’t want to be 
called a quitter. He realizes he 
made a mistake in the beginning 
but he keeps forcing himself up 
the ladder instead of shifting to 
another ladder. He doesn’t want 
to admit—even to himself—that he 
was wrong. 

Maybe it’s a matter of finances 
or security. A man may be unhappy 
in his job but feel he can’t afford 
to change because of the pension 
fund or other considerations. May- 
be he has risen to a high standard 
of living but feels cornered by the 
obligation to maintain this level. 


Q. What’s the answer for the man 
who finds himself in this situation 
of being unsatisfied or unhappy in 
his job? 





A. I think that man owes it to him- ee THE CHANGE-OVER PLAN—We take over all of your pres- 
self and his family to take stock er ent truck and maintenance problems, help you reorgan- 
Sis: % Ppa: x ize your truck facilities and personnel. We supply you 
of himself and decide whether what with new vehicles, engineered and painted to your 
he is doing to himself, and what he LEASE A NEW exact Seaionnnnat or will buy and recondition your 
is getting in return, is worth the CHEVROLET ehcp ap tenant ‘ 
sacrifice. He should recognize that [img °F other fine truck THE ADD-A-TRUCK PLAN—As your business expands, 
sae at : aim . ms and operate it as don’t use vital capital for more trucks, lease new ones 
if he is forcing himself to do what your own, with no a8 needed. 
he doesn’t want to do, that this is investment, no oe RETIREMENT Pe truck in ge 
wanaeie ite 3 . . , upkeep, no head- needs replacement, instead of buying a new one, lease 
—s. stress, which in turn can "aches! it. In a few years all your vehicles are leased. 
undermine his health. He should THE PILOT PLAN—Instead of switching from ownership 
recognize that no matter how hard to leasing in all locations, select one location (or divi- 


he tries, no executive can succeed eee sion) for a “pilot ee ae ye gees — 
ie: Dinoes tenn aa pe egg es trucks, comparing costs and headaches with trucks 

once illness has turned the knob which you still own and maintain. 

and entered his office. 


Incidentally, I think executives LEASE FOR PROFIT —NATIONALEASE full-service truckleasing supplies every- 


have a responsibility here not only thing but the driver. Licensed, insured trucks, engineered and painted to your needs, 

to themselves but also to their sub- garaged and expertly maintained. ONE invoice, NO worries. Devote your full time, 
é > ALL your capital to your own business! 

ordinates. It’s not too hard to rec- 

ognize a man who is not really —. Fe) National know-how; local controls—write for literature. 

happy in his job. The boss who m/ NATIONAL TRUCK LEASING SYSTEM 


LAG 17eECc ic -c y re 7 Serving Principal Cities in the U.S. and Canada 
PP aig pea this, talks it ov us with 23 E. JACKSON BLVD., SUITE M-2, CHICAGO 4, ILL. 
the man and does whatever is nec- en 


essary to solve the problem—that 
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A New Way 
to Spur Gains in 
Productivity 





... CENSUS- 
PROVEN 
OUTSTANDING 
NEW 
INDUSTRIAL 
MARKET 


Census-proven one of 
the fastest growing 


The 
RUCKER PLAN 


for 





a) Hourly Employees 


States in the nation and/or 
...Survey-proven one : 

of the outstanding b) Executives and 

new industrial mar- ss 

kets, Colorado offers mid-Management 


new industry Profits 
with Pleasant Living. 








Discover the new markets and opportuni- 
ties awaiting your company in Colorado. 
“Site-See’’ Industrial Colorado now...right 
at your desk. 


Literature upon 
Executive Request 


Send for Free Executive Portfolio 
“INDUSTRIAL COLORADO” 


Newly revised 9-booklet portfolio with 
up-to-the-minute data on Colorado’s 
industrial sites, assets, Opportunities 
and weekend vacation wonderlands. 
All inquiries held confidential. 


COLORADO DEPT. OF DEVELOPMENT 


FOUNDED 1929 
THE EDDy-RUCKER-NICKELS COMPANY 
Management Consultants 
6 Brattle Street 
CAMBRIDGE 38, MASS. 








25 STATE CAPITOL * DENVER 2, COLO. 
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Save Filing ime 


Unretouched sequence photos prove specific savings in motion and time with Spacefinder Files. 


DRAWER FILING — How many seporate actions can you count? 


We can PROVE that the Spacefinder Filing System will save you as much as 

50% in clerical time, floor space, and cost! Write for information today 

ee ee es ee ee ee ee ee ee ee ee ee 
TAB PRODUCTS CO. 995 MARKET STREET 


TA EE SAN FRANCISCO 3, CALIF. 























YES, send me FREE information on 
ee eee OC the time, space and money-saving f 
SPACEFINDER FILING SYSTEM. 1 
NAME TITLE i 
COMPANY 
ADDRESS i 
city ZONE STATE ! 
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boss is demonstrating what I con- 
sider to be real executive talent. 





DANGER SIGNALS 





“Watch out for undue fatigue or 


irritability; they are signs that 
something is wrong.” 


Q. Finally, Dr. Steincrohn, what 
symptoms can an executive watch 
for in himself that might signal 
some kind of danger coming up? 
A. Aside from the specific symp- 
toms that denote specific illnesses 
or disorders, | can think of two 
general signals that flag the possi- 
bility that something is wrong. 

The first of these danger signals 
is fatigue. 

I'm talking about the man who 
has undue fatigue, out of propor- 
tion to his work. I’m talking about 
the man who two weeks after a 
vacation feels tired again and can't 
wait for the day to end. I'm talking 
about the man who gets up in the 
morning feeling tired, and has to 
fight fatigue all through the day. 

A man like that should look out. 
He'd better get a checkup. Why? 
Because fatigue is a forerunner or 
symptom of many, many illnesses. 

Now, the second danger signal to 
watch is irritability. You might say 
this is a little thing, but it is a 
manifestation that something is 
wrong somewhere. If a man_be- 
comes irritable seemingly without 
reason, there is something going 
wrong. 

Now, of course, some people are 
born irritable. They are irritable 
even when things are fine. But | 
say this: if a man who has always 
been amiable suddenly, or grad- 
ually, changes so that his wife 
notices it and his friends notice it, 
there’s something wrong. It may be 
physical or it may be emotional, 
but something is wrong. He'd bet- 
ter go for a checkup. 

Q. Wouldn't a doctor consider a 
man silly to come in with symp- 
toms like those? 

A. No doctor worth his salt is going 
to ridicule a man for coming in and 
finding that his symptoms turn out 
to be nothing. Too many people 
say, “Doctor, I feel silly being 
here.” They shouldn't feel that way. 
The time to feel silly is when you 
get there too late. = 
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ADVERTISEMENT 


Write for this complimentary report — 
one of a group which will explore: 


A Corporate 
President’s Look 


At Advertising Costs 


. « - for companies who sell to the business market 


This new report gives a simple “presidents’-point-of-view” look at how the 





business market is being reached by advertising—and how much it costs to 


reach the different parts. 


The report shows the advertising costs for leading publications: Business 
Week, Dun’s Review & Modern Industry, Fortune, Harvard Business Review, 
and Management Methods. With this data, you will have an unusually practi- 


cal means of personally comparing advertising costs. 


There is no charge or obligation to corporate and agency executives for 


this report. Please address request on your company letterhead. 
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The most important piece of equipment in the office is the chair. The chair 
holds the worker while other equipment holds the work or processes the 
work. Office workers spend most of the working day in their chairs — actu- 
ally one-third of their lives! These people need proper seating. Specially 
designed Harter chairs fit them better so they feel better, think better and 
do better work. 

See a specialist for your seating needs — your Harter dealer. See his 
“Harter Seating Center” for the widest selection of office chairs made today. 
And, regardless of your budget, you can buy a Harter model that meets the 
exacting requirements of every job. 





For the name of your nearest Harter dealer and free full-color literature 
just clip this coupon, attach your name and letterhead, and mail to: 


HARTER CORPORATION, 206 Prairie Avenue, Sturgis, Michigan 








Canada: Harter Meta! Furniture, 139 Cardigan St., Guelph, Ont. Mexico: Briones-Harter, S. A. Lago Iseo 96, Mexico 17, D. F. 








SPECIALISTS IN SEATING AND SEATING ONLY FOR OVER 30 YEARS 
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New products 
FOR THE MANAGER AND HIS STAFF 


OFFICE EQUIPMENT 





New fireproof file-desk 
for tapes and punched cards 


Flexowriter work stations, de- 
signed by Shaw-Walker, provide 
fireproof protection for tapes and 
edge punched cards. 

The combination unit will house 
up to 10,000 punched paper tapes— 
all in easy reach of the Flexowriter 
operator. 

A smaller Fire-File desk is also 
available that will accommodate 
6,000 tapes. 

For details on this insulated 
Flexowriter work station, circle 
number 237 on the Reader Service 


Card. 


INTERCOMMUNICATIONS 





New annunciator screen 
can flash 100 signals 


A miniaturized signaling system, 
capable of indicating numbered 
call codes from one to 99 and 00, 
has been developed by Auth Elec- 
tric Co., Inc. 

Call numbers are displayed on 
comnact telescreen annunciators 
small enough to be mounted on a 
pen stand or, of course, on any con- 
venient wall or partition. 





Signal system is  inconspicuously 
housed in penstand or wall mounted. 


MANAGEMENT METHODS 








di 
ca 
lay 
Sig 


sig 
pre 
reg 


sig 
ste 
ap} 
rity 
sigi 
son 
I 
min 
tem 
er § 


IBM 
tran 
M 
are 
natic 
Tl 


trans 


Magn 
minute 








accon 
cordir 
$395. 
costs 
sells a 
The 
used 
For 
IBM 
numbe 
Card. 


New | 
introd 
Data 
ing equ 
by Un 
The 


FEBRUAR\ 








A remotely located Telestorage 
director panel, serving as mechani- 
cal memory and storage center, re- 
lays the numbers throughout the 
signaling system. 

When an _ individual notes his 
signal, it is canceled by simply 
pressing a reset pushbutton which 
readies it for the next call. 

The new system is specifically de- 
signed for executives who share a 
stenographic or paging pool. Other 
applications include paging secu- 
rity guards or maintenance crews, 
signaling buyers or any roving per- 
sonnel. 

For complete details on this Auth 
miniaturized Telescreen signal sys- 
tem, circle number 253 on the Read- 
er Service Card. 


DICTATION 


IBM introduces 
transistorized dictating units 





Magnetic belt dictating machines 
are now being marketed by Inter- 
national Business Corp. 

Three models are available, all 
transistorized. The dictating unit, 





Magnetic belt on new unit has 14- 
minute capacity and is erasable. 


accommodating 14 minutes of re- 
cording on each belt, is priced at 
$395. The companion transcriber 
costs $370 and a combination unit 
sells at $450. 

The belts can be erased and re- 
used _ indefinitely. 

For complete details on the new 
IBM dictating equipment, circle 
number 240 on the Reader Service 
Card. 


SYSTEMS 


New IDP equipment 
introduced by Underwood 
Data-Flo is a line of data process- 
ing equipment now being marketed 
by Underwood Corp. 
The new accounting machines 
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The Friden Model CTS Computyper® is a remarkable machine; 
it reads constant data from punched tape or cards, writes the 
data down on the invoice, automatically does all the arithmetic 
required to figure a bill. The operator does little more than fill 
in the date and the item quantities. 


For the average business, one girl and one machine can be the 
entire billing department. 


Important plus: The Computyper automatically produces a by- 
product punched paper tape summary of each invoice. This tape 
can be automatically converted into tab cards or fed directly into 
computers. (If you don’t use this type of data processing, simply 
run the by-product tape back through the Computyper and it 
will give you a typewritten billing summary. ) 


For complete information, contact your Friden Systems repre- 
sentative, or write: Friden, Inc., San Leandro, California. 


THIS IS PRACTIMATION: Automation so hand-in-hand with 
practicality, there can be no other word for it. 


oS 
ae Il 


SALES, SERVICE AND INSTRUCTION 
THROUGHOUT THE UU. S&S. AND WORLD 


© 1960 FRIDEN, INC, 


(Circle number 118 for more information) 


93 





perform normal accounting func- 
tions or capture data on paper tape 
for further processing. A tape punch 
is an integral part of the unit. A va- 
riety of numeric and alpha-numeric 
models are available to meet a wide 
range of applications. 

Data-Flo accounting machines 
feature a flexible method of 
chanical programing for positive 
control of peripheral operations. Di- 
rect mechanical connection — be- 
tween the operating keys, encoding 
units, and the punch assures abso- 
lute punching accuracy. 

Companion to the 


me- 


accounting 





Data-Flo accounting machine actuates 
and controls paper tape punch. 





THE SUCKER that gives you an even mailing break 





me 


Write for information on the soe, 
Phillipsburg. It gathers + nests 


inserts * moistens and seals envelopes 


prints indicia + counts « stacks 









This is the business end of a sucker cup, the key to the vacuum 
suction system of the Phillipsburg Inserter. Grips all material 
with the same unerring firmness, regardless of stock. Makes the 
Phillipsburg practically error-proof—makes mailing effortless 
by automating your mailing department within a 7’ x 11’ space. 


FINER PRODUCTS THROUGH IMAGINATION 


Bell & Howell Company 

PHILLIPSBURG INSERTERS 
14 East Jackson Boulevard 
Chicaaqo 4, illinois MM261 
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machine is the new Data-Flo tape- 
to-card converter. This produces 
punched cards from the paper tape 
created on peripheral units. The 
converter produces 80-column cards 
at rates of 6,000 to 7,200 per hour, 
depending on the type punch used. 

A magnetic core memory elimi- 
nates need for paper tape and 
punch card data to be in identical 
sequence. Paper tape is read photo- 
electrically at an 800-characters a 
second rate. 


For more technical details on this 
new Data-Flo equipment, circle 
number 229 on the Reader Service 


Card. 


LAYOUT 


Aid for drawing 
work flow plans 


A versatile office plan template 
has been designed by Keuffel & Es- 
ser Co, 

Called Speedraft, the template 
contains symbols for all commonly 
used office equipment, an aisle spac- 
ing guide, and other aids for draw- 
ing efficient work flow plans. 

For more information about the 
K & E office plan template, circle 
number 251 on the Reader Service 


Card. 
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Illustrated mimeo stencils 
readied on new machine 


Latest duplicating development 
is an electronic unit that prepares 
mimeograph masters with a profes- 
sional printed look. 

Developed by Gestetner Dupli- 
cator Corp., the new Gestefax ma- 


chine can faithfully reproduce 


any material—photographs, forms, 
sketches, handwriting. 





Compact stencil-maker can duplicate 
any originals—even pasted-up layouts 
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With this unit, the paste-up tech- 
nique can now be used to prepare 
mimeo layouts. No proofing of the 
stencil is necessary since it is an 
exact facsimile of the original. 

The new stencil making process 
is entirely automatic and involves 
no photographic paraphernalia. 

For more details on this versatile 
stencil maker, circle number 250 on 
the Reader Service Card. 
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Ready-to-assemble 
chartmaking materials 


Your staff can quickly produce 
professional, precise charts with a 
new do-it-yourself chartmaking sys- 
tem developed by Duchart, Inc., 

The system provides all the ma- 
terials—backboards, lettering, bars, 
pies, dots and other symbols needed 
for presenting any statistical or or- 
ganizational data. 

The ready-to-assemble devices 
eliminate costly artwork and time 
consuming calculations. Most of the 
work is done before you start. The 
components are simply put in place. 
A conversion table indicates appro- 
priate bar scales to use for specific 
numerical or percentage values. 

For complete details on this sim- 
plified chartmaking method, circle 
number 241 on the Reader Service 
Card. 


DICTATION EQUIPMENT 





No tape threading needed on 
new magazine loading recorder 


ws An error was made in the Decem- 
ber issue of MANAGEMENT METH- 
ops. With the description of the 
new Norelco 75 dictating machine, 
a competing product was pictured. 
To set the records straight, here is 
the item again—this time with the 
correct picture. 

EpITror 


Simplicity of operation keynotes 
the new Norelco 75 dictating ma- 
chine. Five controls handle all func- 
tions—record, playback, rapid re- 


view, fast forward and _ reverse, 
start, stop and volume. 
Magazine loading feature dis- 


penses with the time and trouble of 
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threading tape. A flick of a micro- 
phone switch allows immediate re- 
cording of phone conversations. 

A two-digit counter permits rapid 
location of any portion of dictation. 
A quick-erase mechanism readies 
the tape for re-use. 

Priced at $189.50, the Norelco 75 
comes complete with loaded maga- 
zine, log pad and dust cover, plus 
a choice of either transcribing or 
dictating accessories. 

If you'd like more details on this 


new tape recorder, circle number 
231 on the Reader Service Card. 








Portable Norelco has microphone 
switch for recording telephone calls. 











the 
quality 
reserve 
Seating 
designed 
for multiple 
function 





Converts areas to do triple duty. Fills the 
many auxiliary seating needs of offices and 





FOLDS FLAT! 





De Luxe 
Folding 
Arm Chair 


institutions. Easily stored in minimum space . . . 
always ready for sales meetings, planning 
sessions, conferences, coffee breaks, etc. 


GUARANTEED FOR TEN YEARS 


‘ y + \ re a aa 


FUNCTIONAL FOLDING CHAIRS 


Available with or without tablet arm and as a fully 
upholstered arm chair in a wide choice of decorator 
colors and fabrics. Models for every office and insti- 
tutional seating purpose. 


WRITE 47TA FOR DETAILED INFORMATION 


CLARIN MFG. CO., 4640 W. Harrison, Chicago 44, Illinois 
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Mass produce creativity 


continued from page 54 





sights into the capabilities of my as- 
sociates and a new respect for their 
ideas. These sessions have shown 
me clearly that the human mind is 
an extremely fertile field. It simply 
needs to be seeded in order to bear 
fruit.” 
Another states: “I like the inten- 
tional lack of structure and _ indi- 
vidual status in these meetings. It 
promotes free expression because 
we feel free from censure or ridi- 
cule. The value, of course, is that 
an idea may be brought forth 
which, although unworkable, may 
awaken a workable idea in one or 
more of the other members. Also, 
when there is group concurrence on 
one of my ideas, I find my confi- 
dence in myself—and my ability to 
produce—bolstered.” 

From a third: “These sessions 


give me a chance to increase my 


Rules lines and Composes Type personal assets. I gain knowledge 
...all in ONE operation...! which in itself is rewarding, and 
i or. which in turn may help me increase 
€ most complete form can be ruled | my earning capacity. Of course, I 
and type-composed in ONE operation and : . 

on ONE machine. Your office typist works | learn a great deal from the wealth 
from your rough draft and produces ahigh- | of knowledge collected in the other 
ly professional form, complete with any | members. But I was surprised to 
style of type and any style of ruled line. | Jearn that my own resources are 
Skilled hand ruling cannot match the | another source of knowledge. In 

fineness or precision of a VARITYPER | ‘ cased ree ga 
these meetings, my thinking is stim- 


machine ruled line. 
ulated to the point where I have the 
desire to investigate new areas in 


















ACCOUNTING 














Your VARITYPER machine 
will also supply you with pro- 
fessional type composition for 
all your literature, manuals, re- 
ports, etc. This advertisement 
is an example. 


est.” 

What do these comments prove? 
Simply this: creativity does not 
necessarily thrive in loneliness and 
isolation. P S P’s experience indi- 
cates that the “ivory tower” con- 
cept of producing creativity does 
not always hold true. Although 
certain stages of the creative proc- 
ess must develop in an individual 
mind, the whole story of an idea 
from inception to fruition almost 
invariably requires contributions 
from many minds. 

This fact is clear: when groups 





VARITYPER CORPORATION . ° 
SUBSIDIARY OF can be organized so that communi- 

A RESSOGRAPH-MULTIGRAPH CORPORATION ° . 
“a cation is mutual—and when the 


©0000 00000000000 008808® | croup is removed from the distrac- 
VARITYPER CORPORATION Dept. D-22 | tions of the everyday routine—the 
720 Frelinghuysen Avenue, Newark 12, NJ. | chances that more original thought 








FIRE and BURGLAR 
PROTECTION 


That Insurance Can’t Buy 


SCHWAB 


Insulated Products 


83 million dollar fire losses in one 
month! Are your records and val- 
uvables safely protected? 


Bankruptcy or 
Certified Protection? 


Sad but true, 4 out of 6 firms losing 
their records in fires never re-open. 
Schwab’‘s complete line of safes and 
insulated files has protected users 
against losses for over 88 years. 


Better to be 
SAFE 


Than Sorry 


Send for this FREE 
booklet, “How to 
Get Safe Pro- 
tection,” without 
cost. 


SCHWAB 


Safe Co., Inc. 
YOUR RECORDS 
emote Lafayette, Ind. 
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which I previously had no inter- | 








Please send me VARITYPER Book D-22 : ; 
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Jacksonville’s Got It— 
Jacksonville and Industry 
go together! 





Capt. B. C. McCaffree, 
Executive Director, Committee of 100, 
Jacksonville Area Chamber of Commerce, 

601 Hogan Street, Jacksonville 2, Florida 
Dear Captain Mac: Please send the facts about 
mode: n-day Jacksonville! 


Name 





Title 





Bus. Address 





City Zone —— State 








Electric and Water Utilities pace ORV ILE 
City of Jacksonville, Florida 
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Six benchmarks 
continued from page 43 


steer clear of such men for fear 
we will get hurt when the building 
collapses. 

The tendency of some manufac- 
turers to expand through the device 
of giving easier credit, or longer 
terms than the industry, is one rea- 
son for the demise of many good 
firms each year. 


THE CASE OF A GENEROUS 
PRESIDENT 


# One independent steel tube com- 
pany came out of the war in great 
shape. Reserves set up during the 
war provided a fine cushion for 
spending on capital equipment. 
But a strong downward trend of 
profits in relation to sales was evi- 
dent. While profits in 1936 and 
1950 were almost the same, sales 
in 1950 were about 2% times as 
large as in 1936. 

Competition from one of the steel] 
giants on cold-drawn steel tubing 
was very keen. Moreover, the gi- 
ants could induce customers to buy 
tubing by “tie-in” sales. In addition, 
strong competition from electric re- 
sistance welding was felt, and the 
plastics industry, with its new plas- 
tic tubing, was beginning to make 
its mark. 

The president of the independent 
steel company decided to put on a 
drive to corral business from brew- 
eries, beverage dispensers, syrup 
processing, vinegar manufacturing 
and several other markets which 
could use a variety of piping. 

The method gradually adopted 
was to lower credit standards and 
lengthen terms. Whereas the aver- 
age collection period in the indus- 
try was about 40 days, we found 
that the steel company’s average 
collection period on its trade ac- 
counts was close to 60 days. And 
credit losses were far above normal. 

Were it not for an _ upheaval 
among the chief stockholders on the 
board, the company’s working cap- 
ital position would have been com- 
pletely deteriorated, and the com- 
panys existence undermined. A 
new president immediately revised 
the company’s credit policies, and 
coupled that with research and de- 
velopment of specialized tubings 
which eventually more than made 
up for the loss of standard markets. 
Without a sharp halt in the loose 
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credit policies, the company was 
plainly headed for serious difficul- 
ties. 

It is a sad commentary, but true, 
that there is no point warning a 
company president when he ex- 
tends credit beyond normal boun- 
daries. He knows what he is doing. 
But he does it because he has con- 
fidence that he can control the risk 
before it controls him. He is willing 
to pit his judgment against the in- 
dustry’s judgment. 

Offering easy credit to trade cus- 
tomers is a sugar-coated way to 
fail, since such a policy is popular. 
The sales manager is pleased be- 
cause the credit department seems 
to approve everything; the produc- 
tion manager is delighted with the 
long runs—and only the comptroller 
gets ulcers. If carried on long 
enough, the policy may usher the 
whole company right out of busi- 
ness. 


BENCH- Asset gluttony 
MARK US. 
NO. 5 a disrespect for cash 


= There is a kind of manager who 
is asset-hungry. He usually gets in- 
digestion. 

Such managers insist on owning 
everything they use in the business 
—land, buildings, new production 
equipment, trucks, etc. Nothing less 
than ownership will do. For some 
unknown reason, leasing of land, 
buildings, equipment, or any fixed 
asset, is inadequate. But to the 
knowing eye, too many fixed assets 
in proportion to net worth is a sign 
of impending disaster. 

For example, in the veneer and 
plywood manufacturing industry, 
the normal ratio of net worth to 
fixed assets is about 1.5-to-l1. In 
paperboard container and box man- 
ufacturing, the ratio is normally 
about 1.50-to-1. In the manufac- 
ture of upholstered furniture, how- 
ever, the typical ratio of net worth 
to fixed assets is at least 3-to-1; in 
the manufacture of shoes it is 5-to- 
1; in the manufacture of hats, the 
ratio is normally 7-to-1; and in the 
manufacturer of furs, the ratio 
varies from 18-to-1 to 23-to-1. 

Whatever the industry ratio, the 
individual company which steps out 
of line is initially suspect. Too large 
a proportion of net worth frozen in 


fixed assets means trouble. If fixed 
assets are excessive, then working 
capital is anemic. This form of ane- 
mia is different from the shortage 
of working capital due to an ex- 
pansion or receivables because sales 
have been booming. The latter situ- 
ation, which is common with young, 
vigorously growing companies, is 
curable easily with loans against 
those receivables. But financial ane- 
mia due to excessive investment in 
fixed assets is a far more serious 
disorder—particularly for creditors 
of the company. 

If the company does a normal 
volume of business, an abnorma! 
proportion of fixed assets means a 
top-heavy debt mainly because pay- 
ables can’t be cleaned up with nor- 
mal speed. This is serious. 


THE CASE OF A BUILDING 
THAT CRUSHED A BUSINESS 


= One president of an independent 
rubber company moved heaven and 
earth to put out a bond issue of 
$1,627,000. Of that sum, $800,000 
was to be used to purchase from 
the government and to complete 
the construction of an office build- 
ing, tire plant and power units, and 
to purchase new production equip- 
ment. The balance was to be used 
to retire a 7% issue of preferred 
stock and to add to the company's 
working capital. 

The $800,000 allocated for build- 
ings and equipment proved to be 
inadequate, and the company ex- 
pended an additional $300,000 on 
these projects. Consequently, the 
company’s capital structure was top- 
heavy with debt. Working capital 
was tighter than a snare drum. 

When the Big Four in the rub- 
ber industry (Firestone, Goodrich, 
U. S. Rubber, and Goodyear) 
lengthened their trade terms to 
dealers, this independent rubber 
company could not begin to meet 
these terms, and was forced out of 
the tire business altogether, as a 
result of its weak working capital 
position—brought on by the desire 
to purchase a building. 

A company which because of 
pride of ownership likes to own all 
its fixed assets, or likes to acquire 
all the latest equipment in its field, 
has a laudable outlook. But this 
tendency may weaken the com- 
pany’ current position, which is 
another way of saying that the com- 
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You Get Things Done With 
Boardmaster Visual Control 
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% Gives Graphic Picture of Your Operations— 
Spotlighted by Color 

% Facts at a glance — Saves Time, Saves 
Money, Prevents Errors 

% Simple to operate — Type or Write on 
Cards, Snap in Grooves 


% Ideal for Production, Traffic, 
Scheduling, Sales, Etc. 


% Made of Metal. Compact and Attractive. 
Over 500,000 in Use 


Full price $4950 with cards 
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Write for Your Copy Today 


GRAPHIC SYSTEMS 


YANCEYVILLE, NORTH CAROLINA 
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RECORD STORAGE. RECORD 





RECORD 
TORAGE 


ALL YOU NEED TO KNOW 


ABOUT RECORD STORAGE 
IN 2 FREE BOOKLETS 


Send for your FREE ‘Manual of 
Record Storage Practice” telling you how 
long to retain or destroy business records. 
It outlines an easy-to-do storage plan 
for inactive records. 

With the Manual we will send our New 
Catalog on Record Storage Filing Equip- 
ment. Learn the facts thatevery business- 
man should know about record storage. 


Clip ad to your letterhead and mail to: 


FERS, 
$ Ste: BANKERS BOX CO., Dept. MM-2 


ee 2 Record Specialists Since 1918 
Fopuc 2607 N. 25th Ave., Franklin Park, Il. 
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...When you need 


PRINTING and 
your budget 


allows only 


MIMEO... 








GIVES YOU PRINTING QUALITY AT MIMEO COST 


Stationery 
Literature 
Forms 
Bulletins 
Pictures 


The amazing print-like quality of this new mimeo process is made 
possible by Gestetner’s press-like design. It uses printer’s style paste 
ink, dual cylinders, and automatic controls for inking, feeding, counting 
and even jogging. It will reproduce anything, from a halftone to a 
typed letters. Gestetner costs no more than the old fashioned mimeo. 


G7 tf. makes your stencils automatically by electronics. 


Simply turn the 
switch. Ina 
few minutes 

you will have 

a finished 
ready-to-run 
stencil in 
perfect detail. 





GESTETNER CORPORATION 
216 Lake Avenue, Dept. 23, Yonkers, N. Y. 


Send descriptive literature and specimens. 
NAME 
COMPANY 
ADDRESS. 
CITY 
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pany’ ability to withstand strain 
has been lessened. 

In the life of every business, 
there are bound to be periods of 
strain. Since these are things bound 
to happen, it is foolish for a man- 
agement to weaken its working 
capital position beyond necessity. 
Yet that is precisely what a com- 
pany does if it acquires fixed assets 
out of proportion to its industry 
ratio. 


BENCH- 

Greed in financial 
MARK ‘ ] f 

ee 
NO. 6 retcaras 


=» Some managers have no mod- 
esty when it comes to financial re- 
wards. This is often true in closely- 
held or family-controlled corpora- 
tions. We consider companies where 
salaries are excessive to be poor 
risks. Over the long pull such com- 
panies do not survive. Yet when the 
company drifts into difficulties, the 
financial autopsy rarely reveals that 
it was excessive salaries which un- 
dermined—or helped to undermine 
—the working capital and brought 
the eventual demise closer. 

The proportion of a company’s 
net sales income which goes for 
officers’ salaries is no mystery. It is 
available from the company’s in- 
come statement and the industry 
ratio is available from the studies 
of Robert Morris Associates. 

For example, plastic materials 
manufacturers will normally show 
about 2.5% of a company’s net sales 
income going for officers’ salaries. 
Manufacturers of frozen foods will 
show about 1.25% of net sales in- 
come going for officers’ salaries. In 
the pulp and paper and _paper- 
board manufacturing field, the pro- 
portion is around 1.8%. And in the 
department store field, the propor- 
tion is about 3%. Which is excessive? 

No one of these is excessive. Each 
one represents the industry prac- 
tice, and what each industry does 
broadly is a good benchmark. 
Where there is any significant de 
viation from industry practice, that 
is a danger signal to us. It is a warn- 
ing to look more closely at the com- 
pany before advancing funds. It 
tends to indicate that the officers 
are less interested in long-term 
company growth and more inter 
ested in short-term personal gain. ® 
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IDEAS 





£ { Here is a new book that talks your 

own language—the all-new, 1960 
edition of IDEAS FOR MANAGEMENT. This book is 
alive with ideas. 

It spells out how you can save money—and make 
your company more profitable—with better methods, 
better systems, better procedures. The results are 
guaranteed. 

If within 10 days you haven’t found at least one idea 
in this book that can substantially cut costs or build 
profits in your company, you are invited to put the book 
back in its shipping container, return it—and owe 
nothing. 

This unqualified guarantee can be made because the 
500 pages of IDEAS FOR MANAGEMENT are cram- 
med with ideas that are known to work—because they 
have worked. The ideas in this book are tested and 
proved. 

IDEAS FOR MANAGEMENT wasn’t written by an 
ivory tower author. This book was literally lived by 
dozens of the best qualified practitioners in the field of 
management control. It sums up their experience. 
Here’s how the book came into being: 

Each year the highly respected International Sys- 
tems and Procedures Association holds an _ Inter- 
national Systems Meeting attended by a thousand or 

















more executives from all parts of the world. Leading 
management people head sessions and workshop dis- 
cussions devoted to specific problems, and present case 
histories of results achieved through imaginative 
management. 


A complete management conference 


All this priceless material is recorded, carefully 
edited, organized, and published as IDEAS FOR MAN- 
AGEMENT. In essence, IDEAS FOR MANAGE- 
MENT is a complete management conference, pack- 
aged as a high quality, cloth bound, 81% x 11, 500-page, 
liberally illustrated book. 

Thousands of copies of earlier editions of IDEAS 
FOR MANAGEMENT have been purchased by com- 
panies of all types and sizes. The all-new, 1960 edition, 
based on the 12th annual International Systems Meet- 
ing, promises to be in even greater demand. 

To get your copy of IDEAS FOR MANAGEMENT, 
order now. You risk nothing because you send no 
money. For 10 days, you may use the book as an idea 
source. If it fulfills its promise, keep the book, and 
you or your company will be billed for $16. Otherwise, 
return the book and owe nothing. 





| Sean 


=._——==--4 Examine for 10 days—free! 





A few of the problem areas 
covered by experts in 


IDEAS FOR MANAGEMENT: 
Systems for management decision 
making basic data processing 
... punched card data processing 

. . clerical quality control... work 
simplification ... procedure analysis 
and charting ... organization plan- 
ning... perfecting your accounting 
system systems programming 
techniques ...a production control 
system for a computer center 
material scheduling by computer... 
accounting using punched paper tape 

. special equipment for order proc- 
essing ... forms design and control 

use of procedure manuals. . 

records management—and scores of 
others. 
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Management Publishing Corp., Rm. 2 
22 W. Putnam Ave., Greenwich, Conn. 


Sirs: Please send my 10-day free examination copy 
of IDEAS FOR MANAGEMENT. I will either 
send payment for $16 or return the book and owe 
nothing. 


Bonus Offer: If payment accompanies your order, 
you will receive a free copy of the article, “Sharpen 
management with data processing,” reprinted from 
Management Methods magazine. 
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EXECUTIVE CONTROL- 
THE CATALYST 


By WILLIAM T. JEROME, Dean and Professor 
of Business Administration, Syracuse University 
This new book emphasizes the creative or catalytic 
role which executive control can be expected to per- 
form and, indeed, should assume. Professor Jerome 
views and explains control as an evaluating and meas- 
uring process rather than as an end in itself. He goes 
deeply into the concepts and activities that underlie 
any effective system of control, whether it be in the 
public or private sector of the economy. 

First, the book shows how simple the concepts of 
management control really are, and then goes on to 
offer key ideas to aid coordination and communica- 
tion at all levels. In general, it provides the reader 
with a sound rationale for analyzing specific control 
problems and appraising control techniques. Organ- 
ized in five sections, the introductory part covers the 
need for control and the meaning of executive con- 
trol. Other sections treat the evaluation of perform- 
ance, the system of executive control, the art of re- 
view and analysis, and various objective studies in 
control. 


1961 275 pages 


ORGANIZED 
EXECUTIVE ACTION: 


Decision Making, Communication, and Leadership 


By H. H. ALBERS, University of lowa. Shows how the 
contributions of such diverse disciplines as informa- 
tion theory, operations research, semantics, account- 
ing, and group dynamics are integrated into the 
managerial process. In effect, this is a systematic and 
useful analysis of the basic elements of executive 
action. It is organized around four principal themes: 
the hierarchy; process; perspectives; and economy. 


1961 586 pages $8.50 


PROBLEMS IN BASIC OPERA- 
TIONS RESEARCH METHODS 
FOR MANAGEMENT 


By R. W. CABELL, IBM Corp., and A. PHILLIPS, Unt- 
versity of Virginia. This treatment is intended to 
present a fuller understanding of the value of opera- 
tions research by presenting a wide selection of prob- 
lems. Aside from a brief introduction, the book con- 
sists of problems in such areas as mathematical pro- 
gramming, inventory models, queueing, Monte Carlo 
analysis, sequencing models, design of experiments, 
and analysis of variance—all valuable tools of modern 
management. 


1961 110 pages 


$6.95 


$3.95 


SEND NOW FOR ON-APPROVAL COPIES 


JOHN WILEY & SONS, Inc. 
440 PARK AVENUE SOUTH, NEW YORK 16 
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CHANGED 
THEIR SALESMEN’S 


CAR PLANS 
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_..and now use the unique PHH car plan 


Because they found that typical rental is 
too costly—that company ownership means 
mountains of paperwork and administrative 
detail—or that salesmen ownership leads to 
constant pressure for higher allowances... 
more than 500 leading business and industrial 
firms are now using the PHH Car Plan. 


Economy, efficiency and higher salesmen 
morale are just a few of the many benefits 
enjoyed by these companies... (names on 
request). To find out how the unique PHH 
Car Plan can benefit you in your operations, 
call or write today for full information, and 
a copy of our brochure entitled “‘A Look Into 
the Peterson, Howell & Heather Car Plan.”’ 


More than 60,000 cars, trucks and other 
equipment are currently operating under 
PHH management and leasing plans. 


PETERSON HOWELL & HEATHER INC. 


Complete Management Services for 
Salesmen’s Car Plans 


2521 North Charles Street—Department B-7 
Baltimore 18, Maryland 


In Canada—3970 Cote des Neiges Rd. 
Montreal 25, P.Q. 


(Circle number 139 for more information) 
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~ MAGLINER MOBIL-DOCK 


GROUND-LEVEL LOADING SYSTEM 


How much could your company save if you could spot incoming materials 
right where they're needed . . . and ship out finished products right off the line? 


Wishful thinking? Not with a Mobil-Dock System, the loading dock that goes 
where you need it, when you need it—/ets you ship and receive at any point in 
your plant. No load shuttling or rehandling, no dock pile-ups! Loads are handled 
once, at one cost. And you can re-layout production areas, departments, or the 
entire plant at any time because with Magliner Mobil-Docks you can relocate 
major load-handling points at any time! This flexible, ground-level loading system 
fits an infinite variety of plant and warehouse layouts, brings major cost-savings 
within easy reach of every company—large or small. 


Lower your cost of doing business—investigate a Magliner Mobil-Dock System 
for your company today. 


In this Mobil-Dock appli- 
cation, materials are un- 
loaded from railcars near 
start of assembly. 






Here, additional in-process 
parts are unloaded from 
trucks where they’re needed 
for assembly. 





Finished products move directly 
from end of assembly line into 
carriers. 


MAGLINER MAGNESIUM MOBILE LOADING RAMP: 
Basis of the Mobil-Dock System. A loading dock 
on wheels . . . ruggedly constructed to handle 
loads up to 16,000 Ibs., more if you need it. 
Simple hydraulic height adjustment to truck or 
railcar floor. Non-slip, all-weather grating surface. 


Write Today 
for Special Engineering 
Bulletin MD-212. 


MAGLINE INC. 
P.O. Box 42, Pinconning, Mich. 


(Circle number 129 for more information) 
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For more information on any advertisement or keyed editorial 
item, fill out the card below, circle the appropriate key num- 
ber, detach, and mail. We pay the postage. 
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THE UNIQUE TYPEWRITEABLE 
STENCIL, heart of every Elliott System, 
saves space, costs little, gives thousands of 
clean impressions. 


“OUR ELLIOTT ADDRESSING SYSTEM PAID FOR ITSELF IN THE FIRST YEAR,” reports the Motor Club of 


“The efficiency of our Elliott System let us cut our staff from 9 
to 4 — while our mailing list doubled from 40,000 to 80,000.” 


Whether your list is big or little, Elliott can speed up your 
mailing and save you money. 


© Dy JO JCICO)GCI noustries 


Manufacturers of Elliott Addressing Machines and Data Imprinting Systems 


Elliott Industries, Inc. 
143 Albany St., Dept. MM-21, Cambridge, Mass. 
Please send me information about the cost- 


saving Elliott oo edutin suited to Ses size 
mailing list, which is. a EA ee ee 
Name & Title. 

Company. 

Type of Business.. 

Street & No... 


> ae 
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Shown here: our #1201 Executive 
Arm Chair from the exciting Park 
Avenue series. Satin Chrome base. 


« 


DOUBLE the action in your office space... 


Only Royal gives you such flexibility, such completeness, such comfort! 


Now! The makers of Royal chairs want you to meet their newest magic: Arnot 
modular furniture components and Partition-ettes®—designed and engineered 
to overcome every handicap that office space planning can offer. Arrange them 
—rearrange them—only greater efficiency can result! For the finishing touch 

chairs by Royal, of course. Write today for more information showing the 
galaxy of styles, sizes and colors available. ROYAL METAL MANUFACTURING 
COMPANY, Dept. 4-B, One Park Avenue, N.Y. 16, N.Y. In Canada—Galt, Ontario. 


SHOWROOMS: New York, Chicago, Los Angeles, San Francisco, Seattle, Galt, Ontario 
LICENSEES: France, England, Australia, Venezuela « FACTORIES: Plainfield, Conn., Michigan 
City, Ind., Los Angeles, Cal., Warren, Pa., Jamestown, N.Y., Galt and Smiths Falls, Ontario 


(Circle number 151 for more information) 


OFFICE 





FUR 








